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Production managers’ answer 
for late plate problems 


page 33 


How to run 
a press party 


TT 1) Ane ee 


Sometimes you can get in over your head before you know it. 
Take Merchandising at the point-of-sale for instance. 
If allowed to lag behind your advertising campaign, your 


whole program may be swamped. And that's where Chicago Show 


IF YOU’RE OUT 
WHEN THE TIDE’S IN staffed with experts who have the know-how and facilities, to 


save your point-of-sale program, before it flounders. 


WAS i a . EH O l J ’ I q ’ Backed by more than SO years’ experience serving advertisers 
+ 


large and small, we produce sales-stimulating point-of-sale 


can come to the rescue. Our nation-wide organization is 


merchandising programs that create traffic— but more 
important— pay off where it counts, at the counter. 
Let us show you how to breathe new life into 


your point-of-sale program. 


Our FREE “Idea File" and illustrated brochure 
can be a real life-saver! Contains a 

collection of point-of-sale ideas that get 
results. Drop a line to Chicago Show Printing 


Company 2626N. Kildare, Chicago 39. 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use *® Animated Displays 


* Cloth and Kanvet Fiber Banners and Pennants ® Mystik Self-Stik Displays 
® Mystik Can and Bottle Holders * Mystik Self-Stik Labels 


® Econo Truck Signs *® Booklets and Folders wiemark Mystik Registered 
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You ean get it all from 


Mead— Papermakers to America 


For better impressions, whatever the job, print on Mead Papers. You have at your disposal a 
completely diversified line of papers in colors, weights and finishes for every printed use. Let your 
Mead merchant be your source of supply. He knows that the skills and resources of the entire Mead 
organization are concentrated on the job of making Mead Papers the best value in paper today. 


Mead Papers Give Trouble-Free Press Performance 


Production costs lowered by uniform quality 


Catalogs and folders, price lists and 
broadsides are a big and important 
part of your billing. Next time you 
estimate such a job, plan to use Mead 
Papers. You will have the satisfaction 
of working with a uniform, trouble- 
free paper produced with your needs 
in mind. Your customer will like the 
work you deliver. He will be more 
than satisfied with the appearance of 
the finished job. 

For the finest printing, remember 


Mead Black & White Enamel. the 


aristocrat of superfine glossy coated 
papers. Here is a brilliant white paper 
with a high gloss and uniform surface 
that are receptive to the finest half- 
tones and assure absolute fidelity of 
reproduction with maximum detail. 
For added economy, remember Mead 
Process Plate. the low-cost coated pa- 
per perfectly suited to high-speed pro- 
duction with heat set and flash dry 
inks. Both are standard products of 
The Mead Corporation. Let them 
work for your profit. 


Quality Letterpress 
Papers by Mead 


Dilcol Translucent 
Black & White Enamel 
Old Ivory Enamel 
Printflex Cover 
Printflex Enamel 
Richfold Enamel 
Process Plate Coated 
Escanaba Enamel 
Mead Opaque 

Suede Laid & Wove 
Mead De & Se Tints 


THE MEAD CORPORATION 


Papermakers to America 


e Flat White English Finish 
Ask your paper merchant for samples 
of these papers 
Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
New York * Chicago + Boston -¢ Philadelphia «+ Atlanta 


. for more details circle 817, page 113 February 1956 ¢ ar « | 





S\eaes 


—m(fixruir) — MUsaysr) 
lim — = . 


1,2 
r=0 al 


Sat OE a wy | 
> 6 ‘ 
exp | i 


S(f; 2, y) 


A= 


Pp 


dt <b ; An 


Io 


MONOTYPE" is the only system of 
machine typesetting that casts one 
character at a time. It is this basic differ- 
ence that permits Monotype to produce 
...Wwith beauty, economy and speed 
... the composition for any kind of job 


with his Monotype, turn out fine typog- 
raphy, economically, day after day. 


Yes, Mr. Printer, it's a fact; with our 
Monotype keyboard and composition 
caster you're ready, typographically, 


the printer may encounter. 


A typographic genius might, with great 
care and waste of costly time, knock 
out a quality job with any system. But 


for any job in sight. Only the printer 
with a Monotype can make that claim. 
“Composing Roomatism” can be cured; 
for convincing proof, call or write your 
nearest Monotype office today. 


an average, every-day operator can, 


This advertisement is set in Monotype 20th Century Series 
KEYBOARD AND COMPOSITION CASTER 


MONO type 


LANSTON MONOTYPE MACHINE COMPANY 
24th & Locust Street, Philadelphia 3, Pa. 


BRANCH OFFICES 
ATLANTA—57 Forsythe Street 
BOSTON— 80 Federal Street 
CHICAGO—216 West Jackson Boulevard 
DENVER—A. E. Heinsohn Printing Machinery & Supplies 
NEW YORK—44] Lexington Avenue 
SAN FRANCISCO—115 New Montgomery Street 
CANADA—Monotype Company of Canada, Ltd., 

77 York Street, Toronto 1, Ontario 
BRAZIL—Companhia Lanston Do Brazil, S.A. Rio de Janeiro 


LANSTON MONOTYPE 
MACHINE COMPANY 
24th & LOCUST STS. 
PHILA. 3, PA. 


Send for Our 1956 Printer’s Calendar— 
a real collector's item, issued to com- 
memorate the 250th Anniversary of 
Benjamin Franklin's birth. 


NAME 
COMPANY 
ADDRESS 


CITY 


eS 


fee eee eee 
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Advertisers Are Important in Buying Art 


The importance of the advertising agency as a purchaser of art and 
photography is so self-evident that it is taken for granted. Sometimes 


it is forgotten that the advertiser is also an important art buyer in 
his own right. 


Advertising Requirements has made numerous studies of current prac- 
tices in the purchase of products and services involved in advertising 
production, promotion and merchandising. One of the most interesting has 
just been completed, on the subject, "How Advertisers and Agencies Buy Art 


and Photography." We believe that it contains a great deal of information 
which is not generally known. 


Agencies, of course, buy most of their art from independent studios, 
their work consisting mainly of preliminary and preparatory designs. Only 
in a minority of cases does the agency undertake to produce finished art. 


Most art buyers in the advertising field have a limited number of 
regular suppliers, but they are interested in hearing from other desirable 
sources. And while they buy from local art studios and photographers, many 
of them range widely in their search for the art source which can give them 
just what they need as to character, quality, Service and price. 


The number of advertisers who handle their own art purchases is in the 
majority, as far as non=-media requirements are concerned. Agencies often 
prepare designs and leave the purchase of finished art and the production of 
the brochure, catalog, calendar or store display to the advertiser. 


These are just a few of the highlights of this new study, in which 
over 200 leading advertisers and agencies participated. As in the case of 
the other studies made by AR, including printing, paper, packaging, premiums 
and specialties, etc., the findings can be very helpful to those who supply 


the expanding needs of advertisers and agencies. 
: ead VA 
eee ouo_oo_oe—o—eueeee——=—=—_————— 


G. D. Crain Jr. 
Publisher 
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Advertising 
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A 16-page pocket-size guide con- 
taining information needed by 
exhibit managers and visitors at 
Chicago trade shows...sources of 
special services and last minute re- 
placements, transportation and ship- 
ping information, a map of down- 
town Chicago, addresses and phone 
numbers of hotels, restaurants, en- 
Tere ee ee 
saving. Write us—we'll gladly send 
you a copy. 


Chicago’s 
largest 
designers 
and builders 


Exhibits 
Showrooms 
Models 
Cutaways 


also 
RENTAL 
EXHIBITS 


eneral 
exhibits 

& displays 
ine. 


2132 NORTH RACINE AVENUE 
CHICAGO 14, ILLINOIS 
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Advertising ‘Birds’ of Distinction ..........4+2+26-. 
A humorous look at agency-client relationships with prac- 
tical suggestions for improving them. LyLe J. PURCELL 


How to Run a Press Party. .....-+ 2+ +eeeeceveee 
Although used by many admen, press parties aren't always 
successful. Here’s a 30-point checklist to help get the most 
from such events. JULES LEVIN 


Production Managers’ Answer for Late Plate Problems . . . 
House & Home used a contest to bring its advertising dead- 
line problems to production men. Here are the results. 


Broadway—A Catalog of Sign Ideas ........-+.22.4-. 
Admen looking for sign ideas can find many along the Great 
White Way. In a special reference article AR reviews 


Broadway’s signs. TED SANCHAGRIN 


Shadow Photography... ...22ccccccce cece 


How the Carpet Institute of America used a relatively new 
camera technique to highlight the strong points of carpeting 
in a competitive field. P. K. THOMAJAN 


How We Beat High Art Costs ........ 22 eee eee 
60-second photography and an efficient art service were 
teamed to bring custom-made advertising to a medium-size 
city department store. RicHArp J. NEWMAN 


How to Cut the Glare Out of Pictures . . 


A trip to a tv studio showed this photographer how to cut 
glare from his pictures. Ep CLARK 


Stipple Board Art Saves Time and Money .......... 
How a technique of producing exploded and cut-away views 
for instruction manual use can save time and money for 
admen. Puitie Brapy 


Seven Gems Ce Gwenees. 2 wt ete ee eee eee ee 


Belnap & Thompson analyzed hundreds of successful mer- 
chandise incentive campaigns to see what made them click. 
Here’s the answer in seven simple steps. 


U6 Pages @F Commer. . ccc cece c eee ees eseccce 
The story behind a 16-page business paper insert for the 
Copper & Brass Research Assn. Because a special copper 
ink was used, paper selection was a major factor. 


25 
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olume 4 Number 2 ars disappointed with 9 
C4 your reproduction! 

Packaging—A Potent Sales Aid at General Foods ...... he: Y ep 

Research, development and testing play important roles in ne . — 

the packaging of liquids, frozen foods and cereals at General \4 Call Pontiac and let us tel! you 


Foods. why the seven services that 


\ 


Pontiac offers assures you of so 
ee ee much in reproduction values. No 


Today’s typographers have become artists in the mixing of doubts as to the results and a 


on a re ee consequent realization that art 
Exhibit Photos—How to Put Them to Work ......... photography, typesetting, photo- 

How a number of trade show exhibitors have put their show engraving, electrotyping, litho- 

photos to work in other advertising fields. plate service or color process all 
should be considered for that 
perfect job! And whether you 
try one service or all you'll love 
those results! Call or write and 


let us tell : 
ee ne ee 


ee ee 8 eK ee ee Cee ees 


A public service angle was used by Raybestos to stimulate 
sales of brake linings. D. E. CUNNINGHAM 


How a junior salesman’s chance remark sparked a display 
idea that increased sales. CynTuHiA S. SMITH 


How We Moulded a Budget TV Series from Documentaries 
Industrial documentaries were used to provide plenty of 
footage at low cost. E. J. LEAMAN 





Tandy’s Dandy Direct Mailer ..........6+6e628280865% 
Tandy Leather Co. keeps dealers informed of price changes 
and promotes its products with a tabloid newspaper style 
direct mail piece. A. G. BELCHER 


SERRE GR 0+ 8 6 Oe ee ES OO ROO 


The second article in AR’s series on different types of bind- 
ing—an important list of 28 checkpoints to help admen 
select proper loose-leaf binding. 


How to Sell a Sales Training Program ............ 
How Scott & Fetzer sold its sales training program to sales- 
men who in some cases were reluctant to spend time away 
from their selling jobs. Rosert R. Hum 


Departments 


Art & Photography.... 45 

Audio & Visual Aids .... 107 

Direct Advertising.... 93 
Layout & Typography.... 73 Regular Features 
Packaging & Labeling.... Advertisers Index.... ‘ 
Paper.... 61 Books for Admen.... pP ON T I AC 
Photoengraving & Platemaking.... Coming Conventions.... 
Premiums, Prizes & Specialties .... The Editor's Notebook .... 


Printin J & B ii c | 312 W. VAN BUREN STREE 
I c 

. inaing . 3 How So ved It . CHICAGO 7 e HA |-1000 

Radio & TV Production ¢ 


Just Between Us.... 
Shows & Exhibits 
Signs & Identification Materials 
Window & Store Displays.... 


Cagraving and Eleclrotype bo. 


Promotion Almanac.... 
Readers Write.... 


AR Reprints.... . for more details circle 829, page 113 
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A SERVICE ORGANIZATION 
Srouras . _j/ OPERATED BY ITS OWNERS 


GOOD MANAGEMENT, the basis of any profitable 
enterprise, is at its highest peak of efficiency in a 
successful business organization directed by capable 
owners—particularly in a service business! 


Such management, backed by the craftsmanship of a 

salaried crew of skilled technicians, has been operating 

INTERNATIONAL COLOR GRAVURE and SUPERTONE since 1945. At these companies, five owners 
pool their technical knowledge and wide practical experience in rendering reliable service 

for reproduction in monotone gravure and in preparing color positives. 


One of the partners is FRANK A. SpPORTELLI who, for more than 25 years, has been 
identified with the letterpress, offset and gravure industry. He has contributed 
considerably to research resulting in the color correction method and is considered 
a leading authority in the graphic arts field on color separations. 


He is the inventor of the Convertype process and is also responsible for 
many other inventions and improvements that have helped in 
the development and progress of rotogravure engraving. 


He—and his four partners—are actively engaged in managing 

and operating INTERNATIONAL and SUPERTONE with the personalized 
attention and expert direction so often needed by PM’s 

with problems—and deadlines to meet! 


a hy et RS 3 rea ee hws ack 


ROTOGRAVURE ENGRAVERS 


Z tC ‘ SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 


480 Lexington Ave. 


SUPERTONE, INC. “« york 17.N.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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The Editors 


Progress Report 


New Developments 
In Photoengraving 


Some mighty interesting develop- 
ments are being reported in the pho- 
toengraving field. For far too many 
years, photoengravers (and, in fact, 
most of the letterpress printing in- 
dustry) contented themselves with 
the status quo while major strides 
were being made in platemaking 
methods for other processes. 

In the past few years we have seen 
such outstanding developments as the 
Dow-ANPA fast-etch process for 
magnesium plates and electronic en- 
graving. Both, of course, have their 
limitations, but there are smoke sig- 
nals on the horizon which indicate 
that there may be broader applica- 
tions for these developments than 
originally intended. 

Consider these reports: 


e A leading photoengraver recently 
put a zinc flat in his Dow fast-etch 
machine by mistake. The end result 
was an outstanding batch of zinc 
halftones. The shop has now em- 
barked on a series of experiments to 
determine the full potentialities of 
the fast-etch machine and chemicals. 


e The December issue of The Photo- 
engravers Bulletin reports on work 
done on a Klischograph (known in 
the U.S. as “Engrav-A-Plate”) by 
London’s famous newspaper, The 
Times. The article tells how the Ger- 
man electronic engraver, originally 
designed to produce plastic plates, is 
being used for zinc, magnesium and 
copper plates with a high degree of 
success. Unlike the American Scan- 
A-Graver, which “burns” the dots 
on plastic plates, the Klischograph 
cuts into the plate. 


e In Canada, a leading newspaper 
has used the Klischograph success- 
fully for engraving aluminum print- 
ing plates. 


> Extended developments of already 
established engraving processes 
aren’t the only recent news items in 
this field. One of the most interesting 
reports has come out of Appleton, 
Wis., where a local engraver, Lester 
H. Doro, has developed a new fast- 
etch magnesium process. 

Called the “Doro Process,” the 
new development has been used suc- 
cessfully to produce magnesium half- 
tones in an average time of 35 sec- 
onds; line etchings with a depth of 
.026” in 100 seconds, .060” depth in 
2% minutes. The new Doro machine, 
the result of seven years of research 
and the 14th model developed, can 
handle two or three halftone flats at 
a time with an etching time of 40 
seconds. 

According to a report in the Apple- 
ton Post-Crescent, which has already 
used plates produced by the Doro 
Process, “All plates have sloping side 
walls around the halftone dot struc- 
ture, an ‘ideal taper’ without under- 
cuts.” Mr. Doro hopes to have his 
machines on the market “in a year.” 

While awaiting action on his pat- 
ent application, Mr. Doro has refused 
to give any details on the process 
other than it involves the “applica- 
tion of new theories to the metal 
removal procedures . . . eliminating 
the use of etching inks and powders.” 
He told AR that “four new principles 
are involved.” 


> Meanwhile, William C. Huebner, 
famed graphic arts inventor who 
heads Huebner Laboratories, Ma- 
maroneck, N. Y., has announced a 
planographic letterpress plate, “the 
Metalmist plate.” The new develop- 
ment is described as “a flat plate for 
letterpress that takes ink where it 
should and repels ink where none is 
needed.” 

Inland Printer quotes Mr. Hueb- 
ner: “The idea is not new. It was 
tried 30 years ago by Trist in Eng- 
land. To replenish plate mercury 
used up during printing he used mer- 
cury on the plate and in the ink. 


SUOCROREREREREEROEREROREOEOEERCOEOEROOREREDOCRREEEEROODEOOSEDECESOCEOEREREORECOGOESRRCUERDEROGCREOEDOEORTROOSOROOERORGOEGCROOUCORSSOGOORCESOEGORESEORGRRGRERGROORGOES 


Display typefaces in this issue . 


lettering. 


Page 25—Mistral; 30—Lydian Bold 
38—Tempo Heavy; 45—Lydian Bold Condensed; 49—tLydian Bold Italic; 
Tempo Heavy; 61—Venus Extrabold Extended; 66—Venus Extrabold Extended 
Bodoni Book Italic G Ultra Bodoni Italic; 79—Stymie Extrabold G Karnak Black Condensed 
Bodoni Bold; 89—-Tempo Heavy; 93—-Dom Casual 


33—-Bodoni Campanile 
55—hand lettering & 
73—Ultra Bodoni, 
33 

99—Venus Extrabold Extended; 107—hand 





with KLEEN-STIK 


KLEEN-STIK is a Hero! 


Got a tough P.O.P. display or label 
problem? KLEEN-STIK to the 
rescue! This hard-workin’, self- 
stickin’, easy-to-use adhesive does 
much more than just sit around 
and look pretty—it rolls up its 
sleeves and “‘pitches in’? to make 
sales ... like this: 


TV hero Wild Bill Hickok switches 
from six-shooters to toothbrushes 
in this ingenious holder for TEK- 
HUGHES CoO., N.Y. Real holsters 
of formed aluminum are fastened to 
the colorful plastic-laminated 
photo. Kids break out the die-cut 
figure and attach it firmly to bath- 
room wall or medicine cabinet — 
with KLEEN-STIK, of course! For 
creating and producing this rootin’, 
tootin’ idea, we salute the “thands’’ 
at CARTER & GALANTIN, 
Chicago display specialists: 
HENRY CARTER (Pres.), ED 
BOLDUC, JR. (N.Y. Mgr.), and 
CHUCK FORSEBERG (Art Dir.) 
...in “cahoots” with TEK Ad Dir. 
VINCE BRUNELLI and Asst. 
Dir. BILL TIEFENWERTH. 


Seamless * Stainless Steel 


Ma Cartridge Needles 


WiTY eC . CuFTON FORGE VAL 


“Hypo” for Sales 

Hypodermic needles took ona “new 
look’’ when MIZZY, INC., of 
Clifton Forge, Va., packed theirs 
in transparent plastic cartridges. 
To identify the contents, EVER 
READY LABEL CORP. (of 
Belleville, N.J., Chicago, and 
N.Y.C.) came up with this unique 
dual-purpose ‘‘Red-E-Stik” label, 
produced in rolls for automatic dis- 
pensing. WARREN VIEROW, 
Ever Ready’s Ad Mgr., points out 
how the KLEEN-STIK adhesive 
not only holds the label on tight, 
but also enables the little tab to 
re-seal the sliding cover after each 
opening! 


Be a hero yourself—by giving your 
P.O.P. material the ‘needle’? with 
KLEEN-STIK. Your regular printer 
or lithographer will gladly show 
you his collection of successful ex- 
amples ... or write for our valuable 
**Idea-of-the-Month”’—it’s free! 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Headline set in Filmotype 


“Mars” and 
“Walnut” 


"Finest professional quality 


photo-composition hand 
lettering and disploy type. 


**With our large volume production schedule, 
saving time and man-hours is a must... and 
that’s why we use Filmotype. Filmotype copy 
is order made for producing oversize type and 
lettering biow-ups—always retains quality! 
Sharp, black Filmotype proofs remain sharp 
and black in blow-ups without retouching. 
And we like the idea of no style limitations. 
Filmotype gives us a variety of type and letter- 
ing alphabets to answer every display need. 


Filmotype means versatility, quality . . . 
and economy, too! 


e@ Over 1,000 styles and sizes from 12 pt. to 
144 pt. 

e Eye-appealing headings for pennies! 

e Repro proofs in seconds! 


e Automatic color spacing system for exact 
letterspacing! 


e Amazingly easy to operate! 


MAIL THIS COUPON 


tHe FILMOTYPE corporation 
60 W. Superior 
Chicago 10, Iilinois 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

NAME a 
FIRM___ 
ADDRESS__ 


oo 


_ZONE___STATE 
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Health authorities stopped this use 
of mercury because of its poisonous 
reactions. 

“The Metalmist plate without mer- 
cury is new. So is the method of 
producing the ink-repellant surface. 
The end result is better impressions 
by letterpress.” 

Mr. Huebner reports that the ulti- 
mate goal of the Metalmist plate is a 
million impressions, with an imme- 
diate objective of 25,000 to 50,000 im- 
pressions before the new plate is 
offered to the trade. 


> Problems-of-an-editor department 
... You run into all sorts of prob- 
lems in this business, but a new one 
has just cropped up. Some very 
unfunny guy has started sending 
“fake” cards to our Readers’ Service 
department. 

In the past few months, we have 
received two or more cards from fake 
addresses with the majority of items 
circled. We dutifully passed the re- 
quests along to the proper sources- 
only to get letters and phone calls 
telling us that the materials re- 
quested were undeliverable since the 
names and/or addresses were fakes. 

A little research indicated that all 
of these cards were coming from the 
same individual, although sometimes 
mailed from different post offices. 
The problem has been turned over to 
postal authorities, who are checking 
the matter, since it is a criminal of- 
fense. 


>But the problem remains at the 
present moment. We consider it of 
vital concern, since we feel quite 
strongly that our Readers’ Service 
operation is highly valued by our 
readers. The number of legitimate 
returns each month is a clear indi- 
cation of this fact. 

In less than three years we have 
processed over 360,000 requests from 
our readers. There have, however, 
been some interesting “changes” dur- 
ing the past year. Mainly, our read- 
ers are becoming more selective in 
the literature they request. While 
the number of individuals request- 
ing material has remained fairly 
constant, the number of requests per 
reader has showed a gradual decline. 

This is, of course, as it should be. 
Before AR entered the picture three 
years ago, there was no single source 
through which advertising produc- 
tion, promotion and merchandising 
information could be obtained. Thus, 
it was natural for readers to jump 
at the opportunity to start building 
adequate reference files. Now, how- 
ever, many gaps have been filled in 
these files and readers are asking 
only for literature which is of imme- 
diate interest or is on a subject in- 
adequately covered in the past. 


We're looking forward to a long 
life and continued success for this 
important monthly AR feature. While 
we are confident that the actions of 
a single misguided individual can’t 
kill off something successful, we are 
hoping that this pain-in-the-neck 
will be eliminated shortly. 


>The nearly six million people who 
purchased copies of the special year- 
end issue of Life got a taste of a new 
development in the use of photo- 
lettering. A tricky problem of com- 
bining medieval art, musical notation 
and typography in a new modern 
format was solved by the combined 
talents of Charles Tudor, Life art di- 
rector: Daisy Alcock, London type 
designer and artist, and Edward 
Rondthaler, general manager of 
Photo-Lettering Inc., New York. 

The gifted Daisy Alcock recap- 
tured the color and mood of hand- 
illuminated missals and hymnals of 
the era before printing. She designed 
a special type font which was used 
throughout the text for special fea- 
tures of the Christianity issue of 
Life, such as The Creed, six hymns 
and St. Francis’ prayer. The Alcock 
characters were used for a special 
photo-lettering font prepared by 
Photo-Lettering Inc. 

It is believed that this use of photo- 
lettering is the first time individual 
music notes and corresponding words 
have been perfectly proportioned and 
spaced through a mechanical method. 
The leap-frog spacing and extended 
hyphenating used in most contem- 
porary reproduction of music was 
eliminated (see cut). 

The importance of this achieve- 
ment was spelled out in a special 
“Christmas Book,” which included a 
reprint of the special photo-lettered 
material from Life, sent out as a 
keepsake by Photo-Lettering Inc.: 
“In order to read words and music 


SWING LOW, SWEET CHARIOT 


$4) Jidgypeppead: 


low sweet chariot Comin for to carry me home! 


Stee Tiree eee ees 
Gers rissgigg pies yiss 


c low sweet chariot Comin forte carry me home! 
t 


o6 r Tiree eee eer 
Grsig IpLIMI I ig ggpesss 


\) looked over Jordan what did | see, Comin forto carry me home! 


Oi rere cic cre REE rie 
GrricgssisssegPPPLIsy. | 


% band of angels comin afer me, Comin for fo carry me home! 


oi rreiggg sige gett tit 





simultaneously while singing, each 
syllable of each word must appear 
below the note on which it is sung. 
This poses a tricky graphic problem 
because some syllables have only one 
letter while others have as many as 
seven. Hymnals and choral music 
achieve this synchronizing through 
the use of leapfrog spacing and syl- 
labic hyphenization, which is quite 
all right musically, but plays havoc 
with the appearance of the text. We 
have tried to solve the problem in a 
more artistic way by compromises in 
reproportioning and spacing of music 
and text, so that the finished hymns 
are acceptable to singer, organist and 
artist as well.” 


> Harris-Seybold Co., Cleveland, has 
come up with an interesting method 
to lend financial support to the Edu- 
cation Council of the Graphic Arts 
Industry Inc. For the past several 
years, the printing machinery maker 
has been issuing mid-year calendars 
with colorful “picture-maps” telling 
the story of classic boys’ books such 
as “Treasure Island” and “The Ad- 
ventures of Tom Sawyer” (see cuts). 

The picture-maps brought a host 
of requests for calendars from the 
public, along with requests for re- 
print privileges from advertisers and 
commercial printers. This led Harris- 
Seybold in its plan to help support 
the work of the Education Council. 

Under the arrangement worked out 
by Harris-Seybold, any company, 
advertising agency, printer or pub- 
lisher can obtain permission to use 
one of the previous or future paint- 
ings in the series, by paying $500 to 
the Education Council for the art- 
work originally costing more than 
$2,000. Reproduction rights will be 
granted exclusively for any single 
purpose for one year. 

One of the first users is Johnson & 
Johnson, which is currently using the 


“Robin Hood” picture from the 1955- 
56 calendar in a national advertising 
program. 


> Next Month in AR... Some mighty 
interesting articles have been sched- 
uled for the March AR. For example: 


e How to Make Employe Manuals 
Dramatic . . . a top expert in design 
of employe manuals offers guideposts 
for the most effective handling of 
this important internal publication. 


e How Advertisers & Agencies Buy 
Art & Photos . .. another in AR’s 
thorough studies of buying and spec- 
ifying in advertising production. 


e Why We Like Having Our Own 
Printing Plant . . . the second in AR’s 
series on captive printing plants—the 
story of N. W. Ayer’s internal print- 
ing plant in Philadelphia... and why 
the agency considers it an important 
part of its operation. 


e Massmanship—A New Approach to 
Packaging . . . here is a radical con- 
cept in packaging—one that deserves 
plenty of consideration by admen. 


e Audio-Visual Aids at Disneyland 
.. among its many creative achieve- 
ments, Disneyland has turned up 
three of the most original applica- 
tions of 16mm movies ever developed 

. and they all have a variety of 
applications for other promotion uses. 


e Sales Meetings Needn’t Be Expen- 
sive ... sales meetings can be a huge 
success even with a minimum 
budget. Here’s how an agency helps 
its clients stage successful sales 
meetings on low budgets. 


e Plus extra special articles on pre- 
miums... advertising specialties .. . 
business cards . . . r.o.p. color . 
typographic trends. 


SECRETARIES LOVE ... 


‘Miss Hicock . . . four or five years ago 
we did a folder. . 
broadside . 


. or maybe it was a 
. . for somebody in Florida. 
Get me a sample!” 





We've been telling you for the past 
23 months about Screen Process 
(Silk Screen if ycu prefer) printing 
and what a help it can be to you in 
your promotional selling. 


Now we would be pleased if you'll 
tell us exactly how you do use Silk 
Screen Printing in your business. 
Nothing too fancy . simply 250 
words or less on how and why you 
feel Screen Process Printing is extra 
helpful to you. 

Sample First sentences . . . I find 
Silk Screen printing especially effec- 
tive for or I use Silk Screen 
printing in or I specify Silk 
Screen printing in. . . or Silk Screen 
printing solved this problem . . . 


We hope to turn up both new and 
old “sound reasons” for using Screen 
Process printing that we can feature 
in coming ads. 


$100.00 for the best expression of 
use... $50.00 second prize and 
$25.00 for third best entry. 


We would especially like to hear 
from agency personnel (art and pro- 
duction), national and retail ad 
managers, merchandising managers, 


buyers of P.O.P.. ete. 

Because of extensive trade interest 
contest closes February 25. 1956. and 
all entries become property of the 
Naz-Dar Company. Prize-winners will 
be notified no later than March 3 
1956. 


SEND IN YOUR 
IDEAS...USES.WE 
WANT TO HEAR 
FROM EVERYONE 


SEND YOUR ENTRY TO: 


NAZ-DAR 


DEPT. C 
461 N. Milwaukee Avenue 
Chicago 10, Illinois 


for more details circle 826, page 113 
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PROGRESS 
PRE-PAK 

R. O. P. 
COLORMATS 


hit your register marks right on the nose! 


That’s right! Progress Pre-Pak R.O.P. Colormats 
are molded out against your register marks 

without distortion . . . and to positively stay in register! 
This means that the size of your process engravings 
is the size of your Progress Pre-Pak Mats! 

We'd like to send you a sample proof... 

not an engraver’s proof, but a bona fide 

R.O.P. proof ...a proof of the merits of the 
Progress Pre-Pak Method. 

Expensive? NO! 

Progress Pre-Paks cost no more 

than ordinary color mats. Phone or write any 

of the Progress-Hanson-Progressive Group offices 


for your sample proof and more information. 


PROGRESS PLATE MAKING COMPANY 
913-923 Filbert Street, Philadelphia 7 


WAInut 2-0447 
THE PROGRESS « HANSON e PROGRESSIVE GROUP 


PROGRESS Plate Making Company | HANSON Electrotype Company | PROGRESSIVE Composition Company 
923 Filbert St., Phila. 7, WAlnut 2-0447 9th & Sansom Sts., Phila. 7, WAlnut 25567 : 9th & Sansom Sts., Phila. 7, WAlnut 2-2711 


NEW YORK phone: MUrray Hill 2-1723 © WILMINGTON phone: Wilmington 5-6047 ¢ BALTIMORE phone: SAratoga 7-5302 ¢ WASHINGTON phone: EXecutive 3-7444 
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READERS 


AR’s a Must 


e I have been a faithful reader of 
AR for over two years now and there 
isn’t an issue published in which I 
don’t find a wealth of material that 
directly applies to my work here 
with Remington Rand. 

Probably the basic reason for my 
great interest in AR stems from the 
fact that it does a wonderful job of 
giving me a well-rounded picture of 
the development and progress of so 
many fields of advertising. I con- 
sider AR a must reading, especially 
to ygung people like myself who are 
striving to learn as much as we can 
as quickly as possible. AR enables 
us to profit by the experience and 
judgement of our nation’s advertis- 
ing leaders and thereby helps us 
avoid many of the pit-falls which 
could otherwise hurt us. 

JAMEs L. NICHOLS 
Sales Promotion, Remington 
Rand, Pittsburgh 


Liked Smirnoff Layout 


e Your compliments to Smirnoff 
(AR, Dec. 55, page 28) were more 
than well deserved. These ads were 
always a pleasure to read and to be 
influenced by. They were master- 
pieces of selling a particular product 
to a particular group of people. 
What a horrible anti-climax, how- 
ever, is Heublein’s spread in the 
Dec. 10 New Yorker. Whoever did 
this ad certainly displayed a pro- 
found lack of creative mind. It’s just 


Nate 


(GMT GIFTED PEOPLE WITH A 


4 


4 
es 


an imitation with a lot of color but 
not a dram of inspiration added. 
What do you think? 


Fritsjor D. DoERR 
Hollywood, Calif. 
For other readers, see cut... Ed. 


Film Distributors 


e We invite your attention to page 
35 of the December AR and the ar- 
ticle, “How to Distribute Your 
Films,” by Robert B. Konikow. 

As a wholly-owned subsidiary of 
Universal - International, United 
World Films Inc. purchased outright 
in 1947 the Castle Films operation 
and the Bell & Howell Film-O-Sound 
library and operation. The former 
organization was a pioneer in the 
sponsored film business and such ac- 
tivity was continued by this company 
to date. Sponsored films command 
a specialized position in this organ- 
ization and our company offers to 
American industry the widest pos- 
sible distribution involving hundreds 
of thousands of projector-owner ac- 
counts which we contact annually. 

Among the numerous. sponsors 
whom we presently service are such 
well-known organizations as The 
American Meat & Livestock Board, 
Chicago; The American Assn. of Rail- 
roads, Washington; President Eisen- 
hower’s Committee on Employment 
of the Handicapped. Additionally, 
numerous commercial organizations 
like Eastern Airlines, Lenox China, 
B. F. Goodrich, The Natural Rubber 


Bureau, etc., utilize our sponsored 


SINGLE THOUGHT EX Rea 





Tell More... 
Sell More... 


ROWNVILLE 


Liha 


Tell the complete sales story 
and save more by using Amer- 
ica’s three favorite lightweights. 
A 17x22 broadside rides free 
with regular mail. All three 
Brownville lightweights handle 
easily, deliver smoothly, and 
produce unusual, attractive ef- 
fects in black or in color. 


Insist on: 


SEA FOAM BOND — 9 Ib. lightweight, first 
sulphite manifold on the market. Ideal 
for second sheets, business forms, stuff- 
ers, broadsides, folders, etc. 


. LAWRENCE OPAQUE —a 12-Ib. light- 
weight bond with opacity and economy 
of weight. Unexcelled for snap-outs, 
multi-copy forms, booklets, price lists. 

STARLITE OPAQUE BOOK — a strong 30-Ib. 
lightweight book paper with maximum 
opacity for fine color work. Tops for 
package inserts and brochures. Dull or 


gloss finish. Gloss takes up to 100- 
screen. 


Write on your letterhead 
for free sample book of 
each paper. Address 
Dept. AR-1 


BROWNVILLE PAPER CO. 


The Mill of Fine Lightweight Papers 
BRIDGE ST. BROWNVILLE, N. Y. 
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Nid Mae) Re) 


Brilliant 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in %-oz. glass jars. 


COLOR CARD ON REQUEST 


WEBER 


Liquid Transparent 
Water Colors... 


for Coloring 
STATS, 
PHOTOGRAPHS 
and 
TRANSPARENCIES 


y Prepared ready for 
LiQui use with brush or air- 

WATER COLOR brush, in a range of 
_. cae? twelve clear trans- 

A Deus ino ronge 2p parent fluid colors, 
intermixable, of ex- 
— ceptional strength 
and brilliancy. 
Smooth flowing and 
non-corrosive. For 
illustrators, design- 
ers, commercial art- 
ists and layout men. 


CRIMSON 
Spoetrem hed 


F. WEBER CO 


In 4 ox. bottles 


COLOR CARD ON REQUEST 


Series 97 
“FIELDING RED SABLE 
WATER COLOR BRUSHES 


The finest water color 
brush it is possible to 
make. English sizes 1-12. 


Procurable at Artist Supply Stores 


Pe 8) ee 


Manufacturing Artists’ Colormen since 1853 
OlL-e WATER @ TEMPERA e PASTEL 
Main office and factory 

1220 Buttonwood St 
PHILADELPHIA 23, PENNA. 


. for more details circle 860, page 113 
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film services and have recognized 
United World Films as no “also ran” 
organization but a substantial film 
distributing company long since es- 
tablished in the sponsored film busi- 
ness and providing them a definite 
service in the communication of their 
respective messages to the public. 
Joun D. DESMOND 
General Sales Manager, United 
World Films Inc., New York 
AR apologizes to Mr. Desmond and 
United World Films for our failure to 
include them as a primary source for 
film distribution service ... Ed. 


EL 


WANTED) 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Newsletters 


e We would appreciate receiving 
any information you can send us on 
newsletters, such as firms that solicit 
them and samples, if possible. 


A. KAPLAN 
George Feldman Inc., New York 


Traveling Exhibits 


e We are thinking of outfitting a 
trailer truck as a traveling exhibit 
of our products and taking it around 
the country. 
Can you send us a list of articles 
on industrial exhibits of this type? 
We will appreciate any assistance 
you can give us in evaluating and 
planning such a traveling exhibit. 
Wi.uiaM S. STINSON 
Advertising Manager, Cherry- 
Burrell Corp., Chicago 


e Several of our clients are cur- 
rently showing an interest in travel- 
ing display vans, station wagon ex- 
hibits, traveling trailer displays, and 
promotional-selling equipment of 
that type. 

They have asked us to get general 
information on the mechanics of such 


It’s Called “Cronar” 


e In the October 1955 issue of your 
excellent publication is an article en- 
titled “Graphic Arts Industry Looks 
to Its Future.” I found it a most 
interesting story, and we appreciate 
your reference to our new polyester 
photographic film base. Just a point, 
though . . . it’s called “Cronar,” not 
“Cronin.” 


JOHN E. SLy 
Advertising Manager, Photo 
Products Dept., E. I. DuPont de 
Nemours & Co., Wilmington, Del. 


devices, as well as case histories and 
reasons why this sort of equipment 
would be a good investment for 
them. 

We would appreciate your sending 
any tear sheets or other information 
that you have. 

J. B. PICKERING 
Howard H. Monk & Assoc. Inc., 
Rockford, Il. 


Typesetting 


e I am interested in locating litera- 
ture on various makes of typesetting 
equipment (Coxheadliner, Filmo- 
type, etc.). 

Perhaps you can give me the 
names of companies who make this 
type of equipment. 

JULES GRAFF 
Advertising Manager, Interstate 
Stores Buying Corp., New York 


Balloon Hunting 


e We are looking for someone who 
can supply us with several hundred 
rubberized or plasticized fabric bal- 
loons about 4’ in diameter. We are 
able to find plenty of manufacturers 
of rubber, but we can’t find out who 
makes the coated fabric balloons that 
break less easily. 
If you can answer that one, please 
let us know. 
W. D. Mo vitor 
Vice President, Wesley Aves & 
Associates, Grand Rapids, Mich. 


Publicity Writers Love... 


e I presume that this request will be 
just one of several that will be com- 
ing your way these days. I’m refer- 
ring to the wonderful cartoon by G. 
Bartlett that appeared on page 8 of 
AR for December, with the head- 
line, “Publicity Writers Love .. .” 

I presume it would be expecting 
too much to ask if the original car- 
toon is available; however, I can 
hope that some reproductions of the 
original art work might be on hand. 
I’ve a growing collection of such car- 





toons and am most eager to add this 
wonderful one. 

You may be interested to know 
that ve kept every copy of AR since 
the first one came out. I find them 
invaluable, not only in my work, but 
in the classes I teach at Fordham 
University. 

FRANK G. M. CorBin 
Director of Public Relations, 
Health Insurance Plan of Great- 
er New York, New York City 


We're happy to oblige... . Ed. 


Accounting Help Wanted 


e In “AR” of September 1955 I hap- 
pened to read on page 10 an infor- 
mation requested by Media Director 
Bruggenmeyer, Cincinnati. Honest- 
ly, I don’t know if you embark upon 
questions of accounting systems at 
all, but if so, I should like to ask 
you for sending me also a sugges- 
tion for a sample cost accounting 
system, a “Project Follower” sheet, 
respectively, I presume Mr. Brug- 
genmeyer would like to have a hint 
how he can resolve the problem of 
“Work in Progress Accounts,” as it 
is called in England. 

We are building up a factory down 
here in Brazil, and since the question 
of the costing system is still pending, 
I should appreciate it if you could 
give me some information about the 
problem concerned. 

GerpD DIEPENBRUCK 
Sao Paulo, Brazil 


Wants Record Count 


e We are planning a particular type 

of promotion where a needed statistic 

is, what percentage of the homes in 

cities over one-fourth million popu- 
lation have record players. 

JEROME E. METSGER 

The General Diaper Service 
Corp., Kansas City, Mo. 


Direct Mail Help 


e We are interested in direct mail 
ideas and promotional gimmicks 
suitable for syndication. 
Paut MucHNICK 
Paul Muchnick Co., Hollywood, 
Calif. 


e We are writing you in connection 
with a problem that we have—and 
since we here are such avid and 
devoted readers of your magazine, 
we feel that you are the logical peo- 
ple to turn to for our problem. 

We are launching an advertising 
drive in our own behalf in the next 
short period of time. We are produc- 
ing a complete direct mail campaign 
that will be beamed at approximate- 





States and Foreign 
Countries That Warwick 
Serves Regularly 


ALABAMA 
ARKANSAS 
ARIZONA 
CALIFORNIA 
COLORADO 
CONNECTICUT 
DELAWARE 
FLORIDA 
GEORGIA 
ILLINOIS 
INDIANA 

1\OWA 

KANSAS 
KENTUCKY 
LOUISIANA 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 
MISSOURI 
MONTANA 
NEBRASKA 
NEVADA 

NEW JERSEY 
NEW MEXICO 
NEW YORK 
NORTH CAROLINA 
OHIO 
OKLAHOMA 
OREGON 
PENNSYLVANIA 
RHODE ISLAND 
SOUTH CAROLINA 
TENNESSEE 
TEXAS 


CANADA 
MEXICO 
PUERTO RICO 


OUT OF ST. LOUIS... 
near the geographical center 
of the United States... 


Warwick Typographers 
serve hundreds 
of satisfied clients... 


by providing a complete service in fine 
typography with speed of delivery that causes 
even the furthermost typographic buyer to 
soon forget distance. 

An enthusiastic pioneer of photographic 
typesetting Warwick makes available every 
practical method of typesetting in one of the 
most modern and complete typographic plants 
in the country. 


Photographic Typesetting 
Monotype 

Linotype 

Ludiow 

Hand Composition 
Flexset* 

Photo Lettering 

Layout and Design 


*Reg. U.S. Pat. Off. 


Everything you need typographically you will 
find at Warwick, so why not make Warwick 
your typographic source? Write or wire for 
full information. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
; . for more details circle 859, page 113 


How to Get Things Done! 


% BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture of Your Operations at 
a Glance. 


Simple to Operate, Type or write on Cards, 
Snap in Grooves. 


Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 60,000 in Use. 


Full price = $49.50 with cards 


24-page illustrated 
| FREE BOOKLET No. R-500 


Without Obligation 
Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 


for more details circle 799, page 113 
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* Same Flat Reference... 


punches... 


* Same Easy Sheet Change... 
* Greater Capacity... 


* Same standard 3-Hole 


COMPACT PARA-PRONG BINDER 


Pay 


ae) 


* Smaller Overall Size. 
The Para-Prong Binder is a different 


RAND CORPORATION 


operates with the ease, speed and 


back-bone, and less cover width. It 
simplicity of a ring binder. 


kind of ring binder, improved to pro- 
vide COMPACTNESS, a narrower 


DIVISION OF SPERRY 


Write today tor 

particulars on 

Para-Prong Binders 

— Ask for LL397—No. 6; 

Room 1258, 315 Fourth Ave., New York 10 


.and what’s more, Para-Prong 


material, or more, use Para-Prong. You'll get lighter 


weight and smaller size.. 
binders open as flat as a table-top — permit reference 


and writing to the inside edge of the page. Sheet changes 


When you need a binder that will hold 1/2 inches of 
are just as simple and swift as in any ring binder. 


| 


WHEN TO USE A PARA-PRONG 


. for more details circle 838, page 113 


ly 2,500 presidents of medium to 
large business firms in Toronto. The 
purpose of the campaign is to intro- 
duce ourselves to this class of busi- 
ness people as creators of advertis- 
ing and merchandising printing and 
promotion — everything exclusive of 
space advertising. 

Among the ideas that we are for- 
mulating is the idea of developing 
the publication of a small house or- 
gan to be mailed regularly to our list 
of clients and prospects. 

Would it be possible for you to 
acquire for us a number of examples 
of house organs produced by firms 
such as ours? We would appreciate, 
too, some direction as to how often 
to mail, the contents of such a bul- 
letin, and, if possible, some barome- 
ter of results that other people are 
getting from such an effort. 

Please consider our request at your 
convenience. We do want to say that 
our office couldn’t do without the 
excellent source of information and 
inspiration that your magazine has 
proven to be. It is read cover to 
cover by everyone in the office—as 
a matter of fact it is on the “Required 
Reading” list! 

Thank you in advance for your 
consideration of our request. Keep 
up the splendid work you are doing 
for our trade. 

JERRY GOODIS 
Jerry Goodis Printed Products, 
Toronto, Ont., Canada 


e We are trying to locate a list of 
companies, such as National Re- 
search Bureau Inc., Burlington, Ia., 
which specialize in syndicated mail- 
ing pieces. 

We are going to consider the use 
of one as a monthly house organ for 
a client. Any information that you 
might be able to provide will be 
most appreciated. 

Esen S. CHURCH 
Vice-President, Horton, Church 
& Goff Inc., Providence, R. I. 


Mail Order Selling 


e I have recently started my own 
mail order and direct mail advertis- 
ing service. I would appreciate re- 
ceiving a list of reputable firms spe- 
cializing in mail order selling or 
receiving any good ideas on mail 
order selling. 

We are particularly interested in 
dealing on a “drop-shipment” basis 
with our customers. 

We would also welcome receiving 
any information, new sales promo- 
tion and merchandising ideas that 
may be helpful to us. 

JACK SEGAL 
Century Advertising Service, 
Philadelphia 





OU/ 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Salesmen Now Get Orders 
From Once Wasted Calls 


We changed “wasted” calls (where 
the buyer is out) into selling time 
for our salesmen with a simple letter 
as follows: 

“I’m really sorry I missed you to- 
day, because I have a special that is 
just right for you. I know you would 
be disappointed to be left out on this 
opportunity; so below I have de- 
scribed in brief the details of this 
offer.” 

The next paragraph is taken up in 
describing a special, which in our 
line could consist of a buying in- 
ducement on any one of a wide vari- 
ety of drug sundries, including 
shaving creams, toothpastes, face 
powders, etc. 

The final paragraph then reads: 

“There, I knew you would be in- 
terested in this. And we are prepared 
to handle your order at once. Why 
not fill out the attached postcard, 
mail it to us, and thus let us know 
how much you need.” 

Of course, the letters are made up 
ahead of time and made available 
to the salesmen. When he finds a 
buyer out all he has to do is fill in 
the appropriate name, insert the let- 
ter with the attached reply card and 
leave it with the receptionist. 

The results have been gratifying 
in that where once all these calls 
were a total loss, we now get one- 
third of the reply cards back in the 
form of orders or inquiries. 

JULIAN ORTNER 
Ortner Drug Co., Brooklyn, N.Y. 


Labels Help Retailers 
Solve Breakage Problem 


In display programs where glass 
or plastic counter merchandisers are 
sent all over the country, breakage 
is a big problem that can compound 
itself in a hurry. 


Instead of receiving a selling tool, 


the retailer has inherited a part of 
your breakage problem. This means 
his good will and sometimes his con- 
tinued support of your product are 
at stake, unless something is done. 

Of course the ideal way to solve 
this would be to use completely un- 
breakable cartons—but since even the 
most carefully designed and tested 
shipping cartons sometimes deliver 
broken displays—a better solution is 
an easy and cost-free method for the 
retailer to exchange a broken display 
for a new one. 

To do this, all you need is a return 
address label that the retailer can 
use to return the broken display plus 
instructions for using it. 

Separated by a vertical perfora- 
tion, the 3x5” gummed label has the 
guarantee printed on the left side— 
the return label on the right in case 
of damaged goods. 

WALTER R. Avis 
N. W. Ayer Co., Philadelphia 


’ RED CEDAR SHINGLES AND SHAKES 
SHINGLE AND SHAKE COATINGS 
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Novel Material Solves 
Odd Lettering Problem 


We needed a quick job of match- 
ing the colors of our client’s wide 
selection of shingle stains for the 
lettering on a reverse black panel 
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On guard 24 
hours a day, to 
protect your 
sales promotion 
... Eureka 


Safety Paper 


Control 


\ Constantly 


~ : 
watching the 


trend of your 
business... 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 
MANUFACTURERS OF WORLD FAMOUS 


DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


eee 
UCD Tats me 


aaah 


BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
used in 3,240 business, farm and 
consumer mogazines in 99 market 
groups. Invaluable for making re- 
lease lists — assures sending each 
editor material desired. Spiral 
bound fabricoid, 6%” x 942" — 
256 pages. $15.00. Sent on approval. 


BACON'S ALL-NEW PUBLICITY HANDBOOK 


How to plan publicity using 14 basic 
types. Help on release lists, writing, 
. photos, budgeting and checking 
b results. 37 illustrations, 6 case 
) studies. 544” x 8%”"— 128 pages. 
$2.00—Sent on approval. 


BACON'S CLIPPING BUREAU 
343 S. Dearborn St 
















Chicago 4, Illinois 
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Psst! Get An AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 


Create action-getting, best-of-industry mail- 
| ing pieces from a new selection of Jumbo 
Cards, Flash Bulletins, Cartoon Letterheads, 
Eye-Stopper Envelopes, and Gimmick Mail- 
ings. 


All AdverKit items created and pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office du- 
plicator. 


Mail $2.00 for your AdverKit—refundable 
on first order. 


WU ee 


INCORPORATED 
610 Newbury Street, Boston 15, Mass. 
Tel. COmmonwealth 6-7540 





. for more details circle 757, page 113 | 


16 * ar ¢ February 1956 





we were using on the cover of a 
four-page folder. 

Since the time element would not 
permit us to give the job to an artist 
for a color-wash lettering job which 
would accurately match the many 
colors needed, we had to discover a 
different approach. 

Our solution was to take a repro 
proof of the line in the size and 
weight type desired and make a neg- 
ative of this line. Then, utilizing 
sample paint chips which appear on 
a color-selection folder, we mounted 
a different color chip behind each 
letter on the negative. 

Positioning this negative beneath 
a dye-transfer print, we achieved the 
exact effect we wanted with a mini- 
mum of time and money. 

Pau. V. OFFERMANN 
Production Mgr., Harold Warner 
Co., Buffalo, N. Y. 





Good Gimmick Stops 
Those Rolling Pencils 


Lost and rolling pencils stay where 
they belong if you secure a flower 
holder to the top of the art board. 
Then you have pencils, brush, etc., 
at easy reach and right in place. 

Needless to say, this is great time 
saver since it does away with de- 
partment heads following artists fol- 
lowing rolling pencils! 

DonaLp R. Hocn 
Advertising Dept., Weston Elec- 
trical Instrument Corp., Newark 


Cuts Engraving Costs 
Of Full Page Ads 


Distributors frequently request full 
page ads with engravings that are 
fairly impossible to standardize on 
a mat setup because the distributor 
wishes to feature a particular item 
in each ad. 

Wanting a more inexpensive way 
to handle an ad like this, ’'ve found 
my best bet is to first write the copy, 
featuring the items specified, and 
then build the layout around the 
proofs of as many stock engravings 
as possible. 


This leaves only the special items 
for special art work. The engraver 
can make a one line zinc shot of the 
copy and art work, reblock the stock 
copper halftone engravings and the 
zine shot—and presto, the job is done! 

With several halftones in an ad 
and several ads a week, a manu- 
facturer can realize quite a saving 
in engraver’s costs. 

H. A. Lucas Jr. 
American Chain & Cable Co. 
Inc., Bridgeport, Conn. 


Gets Double Promotion 
From Direct Mail Piece 


We wanted to achieve a two-fold 
promotion job on our direct mail 
folder by using it as a “stuffer” as 
well as a catalog. 

The folder is a double-fold, 254x 
11” sheet. Illustrating 23 items from 
our steel equipment line, the layout 
is divided into three individual 842x 
11” units with each unit telling a 
complete product story. 

In order to get the desired stuffers, 
we printed several thousand extra 
folders, after the regular press run, 
with the permit box deleted this time 
from the front. 

This gave us several thousand 
84x11” envelope stuffers of three 
separate sheets to use in our regular 
mailings. 

ANDREW M. HILLIARD 
Advertising Manager, Parent 
Metal Products Inc., Philadel- 
phia 


! 


TYPOGRAPHY PHOTOGRAPHY EXHIBITS DAR. MAIL PRODUCTION 


Reo 


NEE WES ee a = keuiow 


Finds Colored Indexes 
Helpful in Use of AR 


How to catalog all the ideas and 
information I found helpful each 
month in AR without cutting up my 
copy was my biggest problem—till I 
hit upon the idea of transparent in- 
dex tabs. 

Using general headings like Typog- 
raphy, Photography, Exhibits, Direct 
Mail, Premiums, etc., I typed these 
on color-coded stock for quick ref- 
erence such as: 

e Pink—“Hot” ideas! 
e Green—New Techniques 
e Blue—Educational 
e Yellow—“Get” one! 
Now, with my Advertising Re- 
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If You Use 


Uncle Sam's Mail ... 


You Should 
Read This Story 


All of us interested in Direct Mail 
know that alert advertisers are using 
this direct approach more and more 
as the competition for consumer dol- 
lars becomes more keen. Direct Mail 
is versatile and flexible, we pinpoint 
and concentrate on area markets and 
keep close check and valuations on 
returns. We also keep close check on 
our budget and any factor that offers 
us the opportunity to reduce our costs 
per message is certainly of vital im- 
portance to us. For this reason we 
bring to your attention and considera- 
tion an outstanding line of opaque 
paper which ts really opaque. 


Maximum Opacity 


In the past many of us have attempted 
to reduce our mailing costs (an im- 
portant budget factor in direct mail) 
by using a lighter weight paper only 
to run into the ever present dilemma of 
having a beautiful presentation and 
finished job ruined because — heavy 
halftones, reverse plates and type 
showed through the page. Now, once 
and for all, this problem has been 
licked—because Millers Falls Opaque 
Parchment, gives maximum opacity to 
any printed piece. You have a choice 
of four weights of paper—12, 16, 20 


and 24 lb. Choose the weight neces- 
sary to do your specific job best, tak- 
ing inta consideration the amount of 
solids and area coverage your pattic- 
ular piece has. For your guidance the 
opacity of the 16 Ib. is equal to that 
of a 40 Ib. book paper. It is also avail- 
able in either a cockle or smooth finish. 
Colors are available to specifications in 
manufacturing quantities. We have 
seen direct mail promotion pieces pro- 
duced on Millers Falls Opaque Parch- 
ment and the results are terrific. We 
have seen mailing costs reduced with- 
out jeopardizing the final appearance. 


Minimum Bulk 


Another important factor that concerns 
all Direct Mail users is the bulk of 
the finished piece. It has always been 
a problem to overcome show through 
without increasing bulk. However, we 
noticed particularly that Millers Falls 
Opaque Parchment overcomes the 
factor of bulk for the sake of opacity. 
With Millers Falls Opaque Parchment 
you not only get maximum opacity but 
you get it with minimum bulk. This 
is important when you plan to circular- 
ize booklets, catalogs, annual reports, 
etc. For example, we saw an in- 


surance rate book in which this opaque 
paper was used, it had 210 pages, each 
page was printed 2 sides, yet the 
book was only ¥/,” thick including the 
stiff covers. Doesn't this give you some 
idea of why we are so enthused about 
the tremendous possibilities of Millers 
Falls Opaque Parchment in the Direct 
Mail field. 


Printability 


Upon checking into the inherent 
characteristics of Millers Falls Opaque 
Parchment we found that its most 
outstanding quality was printability. 
The reason for this is the soft textured, 
uniform surface that gives this paper 
its exceptional affinity for ink. It works 
beautifully on either letterpress or off- 
set and maintains a high degree of 
fidelity. Already over 55 paper mer- 
chants stock Millers Falls Opaque 
Parchment (for your convenience we 
list them on the next page). If you 
would like samples of this paper we 
will send you a portfolio containing 
samples of all the weights in both 
finishes together with a handy opaque 
test chart. Simply write the mill on 
your letterhead or use the coupon we 
have prov ided on the next page. 





You can get addi- 
tional information 
about Millers Falls 
Opaque Parchment 
from these Paper 
Merchants. 


AND PAPERS 


aT 


AKRON, OHIO 
Millcraft Paper Company, HE 4-3138 


ALBANY, N. Y. 
Hudson Valley Paper Co., Tel. 4-9135 


ALBUQUERQUE, N. M. 
Graham Paper Co., Tel. 7-8883 


ATLANTA, GA. 
Sloan Paper Co., WA 0653 


BALTIMORE, MD. 


Bradley-Reese Co., PL 2-8129 
J. Francis Hock & Co., PL 2-1057 
Paper Supply Co., MU 5-6776 


BIRMINGHAM, ALA. 
Graham Paper Co., Tel. 3-2229 


BOSTON, MASS. 


John Carter & Co., CH 2-5000 
Century Paper Co., HU 2-2505 
Cook-Vivian-Lindenmeyr Co., LI 2-1885 


CHARLOTTE, N. C. 
Caskie Paper Co., Tel. 2-5168 


CHATTANOOGA, TENN. 
Graham Paper Co., Tel. 7-560! 


CHICAGO, ILL. 
Berkshire Papers, Inc., CH 3-5100 


Graham Paper Co., AN 3-0755 
CLEVELAND, OHIO 

Millcraft Paper Company, PR 1-301! 
DALLAS, TEXAS 

Graham Paper Co., RA 7238 
DAYTON, OHIO 

Jack Walkup Paper Co., HE 5858 
DES MOINES, IOWA 

Pratt Paper Co., Tel. 4-424] 
DENVER, COLO. 

Graham Paper Co., TA 6251 


DETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-2241 


EL PASO, TEXAS 
Graham Paper Co., Tel. 2-6573 


FORT WAYNE, IND. 
Millcraft Paper Company, Tel. A 2117 


HARTFORD, CONN. 


Henry Lindenmeyr & Sons, JA 2-3167 
Green & Low Paper Co., JA 7-1112 
Rourke-Eno Paper Co., JA 2-8215 


HOLYOKE, MASS. 
Judd Paper Co., JE 4-566! 


HOUSTON, TEXAS 
Graham Paper Co., CA 6303 


JACKSON, MISS. 
Graham Paper Co., Tel. 3-4959 


Millers Falls, Massachusetts 


JAMESTOWN, N. Y. 

Millcraft Paper Company, Tel. 7-944 
KANSAS CITY, MO. 

Graham Paper Co., NO 3900 


KNOXVILLE, TENN. 
Graham Paper Co., Tel. 5-022! 


LOUISVILLE, KY. 
Graham Paper Co., Tel. WA 6526 


LUBBOCK, TEX. 
Graham Paper Co., PO 3-1949 


MEMPHIS, TENN. 
Graham Paper Co., Tel. 5-5822 


NASHVILLE, TENN. 
Graham Paper Co., Tel. 6-8116 


NEW HAVEN, CONN. 
Alling Paper Co., UN 5-610! 


NEW ORLEANS, LA. 
Graham Paper Co.. TU 1722 


NEWARK, N. J. 
J.B. Card & Paper Co., MI 2-0920 
NEW YORK CITY 
F. W. Anderson & Co., CO 7-2060 
H. P. Andrews Paper Co., GR 7-3070 
Beekman Paper Co., AL 5-4200 
Duplicating Papers, Inc., OR 5-1717 
M. M. Elish Co., CO 7-8477 
Forest Paper Co., WA 4-1400 
Linde-Lathrop Paper Co., OX 5-3300 
Milton Paper Co., WA 9-672 
John F. Sarle Co., BE 3-8060 
Willmann Paper Co., WA 5-112! 
OKLAHOMA CITY, OKLA. 
Graham Paper Co., RE 9-2538 


PHILADELPHIA, PA. 

Molten Paper Co., LO 3-6487 

Paper Merchants, Inc., WA 2-0750 

Schuylkill Paper Co., LO 3-1355 
PROVIDENCE, R. |. 

Narrangansett Paper Co., GA 1-422) 

Providence Paper Co., GA 1-7600 
RICHMOND, VA. 

B. W. Wilson Paper Co., Tel. 7-2605 


SAN ANTONIO, TEXAS 

Graham Paper Co., CA 7-9234 
SPRINGFIELD, MASS. 

Rourke-Eno Paper Co., RE 7-4737 


ST. LOUIS, MO. 
Graham Paper Company, MA 1|-3355 


TOLEDO, OHIO 
Millcraft Paper Company, AD 5159 


WICHITA, KANSAS 
Graham Paper Co., FO 3-1205 


WORCESTER, MASS. 
Butler-Dearden Paper Service, Tel. 3-633! 


Send me your NEW Millers Falls Opaque Parchment Portfolio with 
handy opaque Test Chart. 





quirements stacked flat, I can run 
my thumb down the indexes and 
quickly locate the article I need. 
D. C. HaBERMAN 
Advertising Manager, Cla- Val 
Co., Alhambra, Calif. 


Ballpoint Solves Messy 
Pen and Ink Problems 


In producing our monthly house 
organ, which is printed by offset, I 
often found myself having to use pen 
and ink. The straight pen and black 
india ink method was messy and 
time consuming, however, so I tried 
switching to a ballpoint pen. 

It reproduces satisfactorily, cuts 
the time involved in our art work 
and gives me much more confidence, 
since I now no longer worry about 
spilled ink. 

JacK MEALER 
Advertising Manager, Tractor- 
Equipment Distributors Inc., L.A. 


Assorted Calendars Solve 
Leftover Paste-Up Problem 


A shortage of numerals can be- 
come quite a problem in pasting up 
artwork or ordering type. It seems 
ridiculous to call a typographer for 
such a small job, and to hand-letter a 
number or two is annoying since it 
is difficult to match the accompany- 
ing block of type. 

We've found that a plentiful sup- 
ply of assorted calendar pads are the 
answer. If you keep a good supply 
of numbers printed in black or red 
on white stock, the calendars serve 
wonderfully well to supply any num- 
bers you want for immediate paste- 
ups. If you keep various sizes to 
start with, you’re bound to have 
pretty close to the required size 
figure. 

Lou KasHINS 
Lou Kashins Advertising, New 
York 
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WHAT'O HE SAY? 


“...THE MESSENGER JUST WENT DOWN THE 
ELEVATOR witH iT!" 





“School” your prospects 


to buy your product 
Display it in an H&D Selmor® 
Floor Display Stand. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


Send for Free Booklet -- ‘How To Select Vending 
Displays”’ -- Hinde & Dauch, Sandusky 18, Ohio 
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she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


The Liter Hip 1 


431 S. Dearborn St. °® Chicago 5, Illinois 
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wri AG Banners 
by HOLLYWOOD 


The SELLmanship of eye-catching 
banners works wonders with cus- 
tomers. Their TELLmanship keeps 
Tellman lt ee Cal: Ma TT 
SHOWmanship keeps your com- 
pany or product always in the 
limelight. 


Want to pep up your Sales Imagina- 
tion? Then send for our FREE Idea 
TT) lel ee ld) 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 
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MAY, 1956 


National Aviation and Aeronautics Month 
Save a Life Month 
Travel Planning Time 


Better Bedding Time . . . sponsored by 
National Assn. of Bedding Manufacturers, 
Chicago 54; National Retail Furniture 
Assn., Chicago 11; National Retail Dry 
Goods Assn., 100 W. 31st St., New York 1. 


Milk Festival . . . sponsored by American 
Dairy Assn., 20 N. Wacker Dr., Chicago 6, 
and Milk Industry Foundation, 1625 Eye 
St., N. W., Washington 6, D. C. 


National Rug Cleaning Month . . . spon- 
sored by National Institute of Rug Clean- 
ing Inc., 8001 Georgia Ave., Silver Spring, 
Md. 


National Sports Festival 


Fig Festival . . . sponsored by California 
Dried Fig Advisory Board, P.O. Box 709, 
Fresno, Calif. 


Child Health Day . . . (presidential proc- 
lamation ). 


1-8 
American Camp Week . . . sponsored 


by American Camping Assn., Bradford 
Woods, Martinsville, Ind. 


6-12 
Be Kind to Animals Week . . . sponsored 


by American Humane Assn., 896 Pennsyl- 
vania St., Denver, Colo. 


National and Inter-American Music Week 
. sponsored by National Recreation 
Assn., 8 W. Eighth St., New York 


6-13 
National Family Week . . . sponsored by 
National Council of Churches, 79 E. Ad- 
ams St., Chicago 3; Synagogue Council of 
America, 110 W. 42nd St., New York 18; 
National Catholic Welfare Conference, 


1312 Massachusetts Ave., Washington 5, 
D.C. 


7-13 
National Motel Week . . . sponsored by 


American Motor Hotel Assn., 210 V.F.W. 
Bldg., Kansas City, Mo. 


National Raisin Week . . . sponsored by 
California Raisin Advisory Board, P. O. 
Box 1963, Fresno, Calif. 


12-19 


National Frozen Food Week . . . sponsored 
by National Frozen Food Distributors 
Assn., 60 E. 42nd St., New York 17. 


Let's Go Fishing . . . sponsored by Sport- 
ing Goods Dealer Magazine, 2018 Wash- 
ington Ave., St. Louis 3. 


National Luggage & Leather Goods Week 

. sponsored by Luggage & Leather 
Goods Manufacturers of America Inc., 220 
Fifth Ave., New York 1. 


13 
Mother's Day . . . (presidential proclama- 
tion ). 

13-19 


World Trade Week . . . (presidential 
proclamation ). 


National Cotton Week . . . sponsored by 
National Cotton Council of America, 40 
Worth St., New York 13. 


19 


Armed Forces Day . . . (presidential proc- 
lamation ). 


21 


75th Anniversary of American Red Cross 


24-June 1 


National Pickle Week . . . sponsored by 
National Pickle Packers Assn., 202 S. Mar- 
ion St., Oak Park, Ill. 


26 


Memorial Poppy Day .. . sponsored by 
American Legion Auxiliary, 777 N. Meri- 
dian St., Indianapolis 7. 


30 


Memorial Day ... ( presidential proclama- 
tion ). 


LITHOGRAPHERS 


Still Time to Enter . . . With its Feb. 24 
deadline fast approaching, the Lithogra- 
pher’s National Assn. is offering an- 
nouncement brochures and entry blanks 
for the Sixth Annual Lithographic Awards 
Competition. For your copy, circle No. 
701 on the Readers’ Service card inside 
the back cover 





lights, shadows and middle 
s of printed illustrations show 
perfection on the uniformly 
both surface of brush-coated 
ers. For quality results with 
omy, by either letterpress or 
et, specify Cantine Paper— 


sh coated for nearly 70 years. 


LETTERPRESS 
Hi-Arts 

Ashokan 

M-C Folding Book 
M-C Folding Cover 
Zena 

Catskill 
Velvetone 
Softone 

Esopus Tints 
Esopus Postcard 


OFFSET-LITHO 
Hi-Arts Litho C. 
Zenagloss C. 
Zenagloss Cover C. 
Lithogloss C. 
Catskill Litho C. 
Catskill Offset C. 
Esopus Postcard C. 
Esopus Tints C. 


Photo by Edw. Wilson 


UCU /0Ef CONTED PAPERS 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO 


(In Los Angeles and San Francisco: Wylie & Davis 
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ww Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor. Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 


SECRORETEOEESREREREREREEORREREGERERECEOEORCEROECRORRE CRO RERORECREEREETOCCCORERCEECREREEEEROCERECRCRREROCEERCRCRCRORREERRCROCREREEReeeReeeEeReeeeeeeeeeeS 


144 Do’s & Don'ts for Better Press Releases—by Dick Hodgson 
A helpful checklist for getting better results from publicity efforts...........September 1954 
146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 
Monsanto prepared a handy guide for exhibit personnel September and October 1954 
151 Color in Advertising—by Faber Birren 
An expert outlines the best colors for advertising 
162 How to Crop Photos—by Vincent T. Tajiri 
Pointers for getting the most out of photographs 
for reproduction purposes 
164 So... You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program 
167 Noreen Integrated Design—by Bradley Lane 
The story of one of the nation’s outstanding integrated design programs 
168 Maturity for Trade Show Exhibits—by Dick eeann 
A report on some of the trends in exhibits............ 
169 Do's & Don'ts for Premium Buyers—by Gordon c. Bowen 
A helpful checklist for planning premium promotions.. 
170 The Folding Carton 
The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them 
173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 
174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company get its 
dealers to merchandise road maps 
175 How to Use Color Stats—by Ted Sanchagrin 
Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 
176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale April 1955 
178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become an important advertising medium and a place 
for hard selling 
179 Budgeting for Trade Shows—by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems 
180 Getting the Most from Publicity Photos- by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 
best mileage out of publicity photos 
181 How to Merchandise Tv Tie-Ins—by Frank Jacobs 
“Feather Your Nest’ tv show makes the most of their tie-ins 
by active merchandising programs 
182 Do's and Don’ts for Better Electrotypes 
Things admen should know about electrotypes 


183 Planned Personalized Promotion—by Haviland F. Reves 
How a Detroit restaurant personalized its promotion 


184 Mrs. America . . . beauty takes a back seat—by Ted Sanchagrin 

Case history on new approach to beauty contests September 1955 
185 How to Handle Relations With Radio, Tv & Newsreels—by William G. Cox 

How Northrop Aircraft developed an effective publicity program 

for audio and visual media October and November 1955 
186 How to Get Distributors to Handle Sales Meetings Like Professionals—by Bert Enos 

How Mitchell Mtg. Co. developed a comprehensive kit of materials so its 

distributors could put on sales meetings with a minimum of effort November 1955 
187 Eye-Witness Report on Exhibits at Geneva Atomic Energy Conference—by Peter Corn 


Some of the difficulties U. S. exhibitors face when displaying products 
at European trade shows 


November 1954 
February 1955 


February 1955 
March 1955 
March 1955 


April 1955 


May 1955 


March 1955 
April 1955 


March 1955 


May 1955 
July 1955 
June 1955 


September 1955 
October 1955 


November 1955 


October 1955 


The following reprints are available at 50¢ each: 


171 How to Get Better Advertising Photos—by Errol Prince 
AR‘s two-part series of down-to-earth articles on getting 
and using advertising photos 
172 202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on 
direct mail advertising 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen— 
“The Use of Tape Recorders in Advertising’’ and “‘An Adman’‘s Guide 
for Selecting a Tape Recorder” March and April 1955 


March and April 1955 


February and May 1955 


The following reprints are available at $1 each: 
201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
202 How I Solved It 


This 64-page book contains more than 125 selected ‘‘How I Solved It’’ 
items submitted by AR’‘s readers. 
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© 1956 Directory of Automatic Mer- 
chandising, 182 pages. National 
Automatic Merchandising Assn., 
Chicago, $3 . . . Indexes to machine 
manufacturers, vendible products 
suppliers, parts and service manu- 
facturers and suppliers occupy much 
of the space in this volume. However, 
general articles on automatic mer- 
chandising are equally worth while. 
They include the following subjects: 
code of ethics; trends in vending; 
design; vending’s current tax posi- 
tion; what vending means to the in- 
dustry; how big is automatic mer- 
chandising; building personnel for 
the future; a day in the life of a 
vending operator; and a European 
vending report. 


@ Who’s Who in Commerce and In- 
dustry, Marquis-Who’s Who Inc., 
Chicago, $20 . . . The publisher de- 
scribes this ninth international edi- 
tion as “the only two-way business 
reference tool in existence.” Pub- 
lished since 1936, the new edition 
contains a new section called “The 
Catalog of Selected Principal Busi- 
nesses.” 

This section is an index-by-busi- 
nesses and is tied into the biographi- 
cal section of the book, “The Roster 
of Ranking Executives,” by a numer- 
ical key system. These keys enable 
the reader to look up the company 
in the catalog, then follow the keys 
given there to biographical sketches 
of its executives in the roster. The 
biographical sketches give vital sta- 
tistics about the executive listed, in- 
cluding education, marital status and 
children, career and position details, 
civic activities, club memberships 
and home and office addresses. 


e Glossary of Packaging Terms, 324 


pages, Packaging Institute Inc., New 
York, $6.75 ... The second edition of 
this volume of definitions contains 
roughly triple the number of terms 
included in the 1948 edition. In addi- 
tion to the terms relative to packag- 
ing, appendixes cover the following: 
Weights and measures; container 
dimensions for bags, barrels, boxes, 
bottles, cans, cartons, drums, pails 
and tubes; Packaging Institute test 
procedures. The Packaging Institute, 
comprised of the nation’s leading 
users and suppliers of packaging ma- 
terials and machinery, has the prime 
purpose of aiding the producer of 
packaged products to solve his tech- 
nical, engineering and economic 
problems. 





More Than Two Centuries of Experience 
Guarantees -\AdZ> You The Finest Quality 


Craftint [oat SILK SCREEN PROCESS COLORS 


Craftint Pre-Sensitized Photographic Film 
Craftint Hand-Cut Water Soluble Film 
Craftint Block-Out Dope 

Craftint Toughening Solution 

Craftint Symbols and Designs 

Craftint Negative Opaques 

Craftint Cutting Tools 

Craf-Type Sheets 
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SEND FOR THESE COLOR CARDS TODAY 


THE CRAFTINT MANUFACTURING COMPANY 
NEW YORK . CLEVELAND ° CHICAGO 

Main Office: 1615 Collamer Avenue, Cleveland 10, Ohio 

PLEASE SEND ME FREE COLOR CARDS. 
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SELL YOUR 
IDEAS 
GRAPHICALLY 


Horizontal 
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rearrangement 


To make your sales point more 

dramatic, to add power to your 

presentation . . . nothing surpasses one of these 

specially created sales portfolios. They enable you 

to catch and hold your prospect's attention by selling your ideas 
graphically. They let you present your material in an orderly, 
planned manner, yet with an option for quick rearrangement. 


Available in a wide variety of styles, shapes, colors, and bindings, 
we're sure there is a Service portfolio to fit your particular needs. 
Call or write us today. 


Finishers of Advertising Displays for 
ADVERTISERS + LITHOGRAPHERS + PRINTERS 


SERVICE BINDERY, Inc. 


DT MY LAST AE Lae 


MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 
Chicago 16, Illinois 
CAlumet 5-3224 
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In Typography, 
nothing can beat Good Taste! 


Here Type Can SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Conventions 


JANUARY, 1956 


29-Feb. 1 . . . Natl. Advertising Industries 
Exposition, Morrison Hotel, Chicago 


FEBRUARY 


1-3...Gravure Technical Assn. Inc., Hotel 
Biltmore, New York 


6-8... American Management Assn., an- 


nual marketing conference, Hotel Statler, 
New York 


§...Associated Business Publications, an- 
nual midwest conference, Edgewater Beach 
Hotel, Chicago 


3-4... Intl. Typographic Composition Assn., 
mid-winter conference, Hotel Roosevelt, 
New Orleans 


6-7... Natl. Wooden Box Assn., Shamrock 
Hotel, Houston, Tex. 


7-9 . . . Society of the Plastics Industry Inc., 
11th annual SPI reinforced plastic div. con- 
ference, Hotel Chalfonte-Haddon Hall, At- 
lantic City 


12-14...Engraved Stationery Manufac- 


turers Assn. Inc., spring meeting, Washing- 
ton. D. C. 


22...Laminated Foil Manufacturers Assn., 
Yale Club, New York 


MARCH 


1... Associated Business Publications, an- 
nual Eastern conference, Roosevelt Hotel, 
New York 


5-7... Packaging Assn. of Canada, Natl. 
Packaging Convention, King Edward Hotel, 
Toronto 


10-14... Advertising Specialty Natl. Assn., 
spring specialty show, Palmer House, Chi- 
cago 

12-14... Folding Paper Box Assn. of Amer- 
ica, Fairmont Hotel, San Francisco 


13-15...Sales Promotion Show, Bellevue 
Stratford Roof, Philadelphia 


14-16... Assn. of Natl. Advertisers, spring 
meeting, The Homestead, Hot Springs, Va. 


19-22...Premium Advertising Assn. of 
America Inc., Natl. Premium Buyers Expo- 
sition, Navy Pier, Chicago 


25-Apr. 1... Exposition of Progress, Wana- 
maker Bldg., Broadway at 8th St., New 
York 


APRIL 


3-5...Sales Promotion Show, First Corps 
Cadet Armory, Boston 


6-7 ... Intl. Typographic Composition Assn., 
spring conference, Greenbrier Hotel, White 
Sulphur Springs, W. Va. 


8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 


8-12... Natl. Business Publications, spring 
meeting, The Homestead, Hot Springs, Va. 


9-11... American Management Assn., Natl. 
packaging conference, Convention Hall, At- 
lantic City 

9-12... American Management Assn., sil- 
ver anniversary, Convention Hall, Atlantic 
City 

10-12... Point-of-Purchase Advertising In- 
stitute, Hotel Sheraton Astor, New York 


12-14... Southern Graphic Arts Assn., Con- 
vention City, Natchez, Miss. 





15-19... Natl. Assn. of Radio & TV Broad- 
casters, 34th annual convention, Conrad 
Hilton Hotel, Chicago 

15-21... Natl. Brand Names Week, annual 
Brand Names Day Dinner, April 18th, Wal- 
dorf-Astoria, New York 

8-10... American Newspaper Publishers 
Assn., Waldorf-Astoria, New York 

25-26 ...Intl. Assn. of Electrotypers & 
Stereotypers, Inc., Hotel New Yorker, New 
York 

26-28... American Assn. of Advertising 
Agencies, The Greenbrier, White Sulphur 
Springs, W. Va. 


MAY 


6-8... Magazine Publishers Assn. Inc., The 
Greenbrier, White Sulphur Springs, W. Va. 
7-9... Technical Assn. of the Graphic Arts, 
8th annual meeting, Edgewater Beach 
Hotel, Chicago 

9-11... Research & Engineering Council of 
the Graphic Arts Industry Inc., 6th an- 
nual meeting, Edgewater Beach Hotel, Chi- 
cago 

10-12... Lithographers Natl. Assn., 
Hotel, Chicago 


14-16... Natl. Newspaper Promotion Assn., 
26th annual convention, Hotel Cleveland, 
Cleveland 

16-19...Natl. Paper Box Manufacturers 
Assn., Mark Hopkins Hotel, San Francisco 
24-27... Associated Business Publications 


Inc., annual spring conference, The Home- 
stead, Hot Springs, Va. 


JUNE 


10-13... Advertising Federation of Ameri- 
ca, Philadelphia 


11-13... Natl. Sales Aid Show, Hotel Stat- 
ler, New York 


11-15...Society of the Plastics Industry 
Inc., 7th Natl. Plastics Exposition, New 
Coliseum, New York 

14-15...Natl. Wooden Box Assn., Santa 
Barbara Biltmore, Santa Barbara, Cal. 
20-26... American Marketing Assn., spring 
meeting, William Penn Hotel, Pittsburgh 
24-27...Engraved Stationery Manufac- 
turers Assn. Inc., Blaney Park, Mich. 
24-28... American Newspaper Classified 
Advertising Managers Assn., 36th annual 
convention, Long Beach, Cal. 


JULY 


8-10... American College Public Relations 
Assn., Greenbrier Hotel, White Sulphur 
Springs, W. Va. 

22-27...The Photographers’ Assn. of 
America, Conrad Hilton, Chicago 
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Representatives 
in Principal 
Cities 


SALESMEN’S 
TRIP-UPS 


Hemn Loose-Leaf Binders help 
prevent wrong answers, cut down waste 
motion in selling. All information your 
salesmen or customers need stays up 
to date and in effective sequence. Your 
salesmen make more calls and close 
more orders per 100 calls. Your selling 
expense drops — an important advan- 
tage when you consider survey results: 


Average cost of one industrial sales call: 


1942 11 years later later 


$9.02 4> $17.24 


ae Ink (Established by Sales 
Executives’ Club of 


Feb. "20, 1953) New York) 


CAUSED 


SOrvE TE 
of co ARALOGS 


Besides cutting costs per sales call, 
Heinn Loose-Leaf Binders help you 
reduce sales correspondence, eliminate 
much printing waste, and make a better 
impression on customers. Many Heinn 
customers, remembering their own ex- 
perience, would urge you to get the 
whole vital story. 


WHERE’S THAT 
#/L2?!© sucer oa 


\Z xy) 
He'd find facts in ee Ss a D 


three seconds with 
Heinn indexing. 


THE HEINN COMPANY » 306 W. FLORIDA STREET © MILWAUKEE 4, WISC. 


We are listing quantities of items on which we'd like complete infor- 


mation 


SALESMEN’S CATALOG BINDERS 
DEALER CATALOG BINDERS 
MANUAL COVERS (Sales, Service, Parts 
PRICE BOOKS 
INDEXES 

Name 

Firm 

Address 


City, State 


ORIGINATORS OF THE LOOSE-LEAF SYSTEM OF CATALOGING .. 


AR-2 
Send ‘Facts at Your Fingertips,’’ Heinn’s 


new booklet for the catalog planner. 


Have your representative call 


. LEADERS SINCE 1896 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O 

The Akron Typesetting Co. 
ALBANY, N. Y 

Composition Corporation 
ATLANTA, GA 
Higgins-McArthur Company 
BALTIMORE, MD 

The Maran Printing Co. 
BOSTON, MASS 

The Berkeley Pre 

Machine Composition Co. 

H. G. McMennamin 
BUFFALO, N. Y 

Axel Edw. Sahlin Typographic Service 
CHICAGO, iLL. 

]. M. Bundscho, Inc 

The Faithorn Corp 
Hayes-Lochner, Inc 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O 

The J. W. Ford Company 


CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO 
The A. B. Hirschfeld Press 


DETROIT, MICH 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Cc 


INDIANAPOLIS, IND 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 


MILWAUKEE, WIS 
Arrow Press 


MINNEAPOLIS, MINN 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Adas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc 
Kurt H. Volk, Inc. 

NEWARK, N. J 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc 
PORTLAND, OPE 

Paul O. Giesey Typographer 
ST. LOUIS, MO 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey's 

SYRACUSE, N. Y. 

Syracuse Typesetting Co., Inc. 
TORONTO, CANADA 

Cooper & Beatty Limited 
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The advertisements 
with the better 
Starch ratings are 


usually ones that have 


been typographically 
handled by one of 


our members 


IMERK 


For further information 
contact the member nearest you or 


Advertising Tl ypographers Association 
of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 1, GLENN C. COMPTON, Executive Secretary 
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dwertising Requirements 


ADVERTISING ‘BIRDS’ 
OF DISTINCTION 


While he considers the question of agency-client relations with 


considerable humor, the author of this article lays it on the line in 


describing some difficult situations and comes up with 


realistic suggestions for improving them. 


By Lyle J. Purcell 

Vice-President, Marketing 

Batten, Barton, Durstine G Osborn, Inc. 
New York 


This is not an attempt to “spoof” 
the business from which I make my 
living. Rather, it is a serious business 
with me, one dealing with serious 
problems of agency-client relation- 
ships as they apply to the marketing 
services and based on certain per- 
sonal assumptions of my own. 

My assumptions for treating this 
subject in this manner are these: 


e All of us should be business men 
first, and then advertising men. 

e All of us should be interested in 
making a profit for our clients and 
for our own agency, for contrary to 
the belief of some, it is no sin to make 
a profit! 


e All of us should be realists and 
recognize the facts, practicalities and 
impracticalities of the problems at 
hand. Unfortunately, facts are not 
concerned with flattery. 

e All of us should strive to be pro- 
fessionals in whatever facet of adver- 
tising we choose to make a living, 
rather than to act the role of an 
amateur. 

If you will tentatively accept these 
assumptions of mine from an agency- 
client viewpoint, we can see how 
some of the following real situations 
might not have occurred if our “Ad- 
vertising Birds of Distinction” had 
been more realistic, instead of being 
so overly opportunistic. 

These are 10 real situations taken 
from my personal experience within 
the past few years. No identification, 
however remote, can be made as to 


client, clients’ personnel, or 
personnel in our own agency. 


>The Bold Promissory 


even 


At the client level, this is the bird 
that starts all his requests with, “I 
promised management .. .” At the 
agency level he says, “I promised the 
client...” 

He talks like this: 


“I promised 


Author 
yle J. Purcell 
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management I'd have this informa- 
tion for my presentation at the sales 
meeting next Monday. Just found 
out from the boss that he wants to 
launch that new product on a test 
market basis, and he wants to tell 
the salesmen about our plans. 

“I’m going to present the plan so 
I'll need your recommendations no 
later than Friday noon, as I’m going 
to put the finishing touches on my 
presentation this weekend. 

“All Tll need from you are your 
recommendations for test market 
cities, complete distribution plan for 
introduction, and a plan for project- 
ing the test to other markets if the 
initial plan is successful.” 


>Agency marketing departments 
should be equipped to do a job like 
this, but it should be important 
enough to the client to allow us more 
than two days to come up with a 
complete test market plan for a new 
product. At this point we had no 
idea about how much money was 
available for testing, what size mar- 
ket they were thinking of, how much 
merchandise was going to be avail- 
able for the test, nor when they 
wanted to start the test, nor what 
they wanted to test (copy, media, 
consumer movement, price) or what 
have you. 

At the agency level this bird talks 
like this: 

“I promised the client we’d check 
up on a new product that is being 
market tested in Snowshoe, Minn. 
Got to get a man out there this week 
to check on sales and distribution 
and interview a few store owners 
and managers. Also might talk to a 
few consumers if he has the time. 
Awfully important.” 

As events turned out, we sent a 
marketing man half-way across the 
country at our expense to follow 
through on the request of the Bald 
Promissory. Then we found that our 
client was not making a similar 
product, but had only been thinking 
about it. However, we were told 
later that if it had looked interesting 
enough, they could manufacture a 
similar product! 


> From experiences like these I draw 
the following conclusions: 


1. If an agency marketing depart- 
ment is charged with the responsi- 
bility of making recommendations, 
then it must be let in on the secrets 
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while they are still secrets. If, how- 
ever, a marketing department is only 
a stop-gap that is to be used to keep 
some bird’s neck out of a noose, then 
there is little chance for improving 
marketing services. 


2. The client, too, must be willing to 
accept some responsibilities and to 
have confidence in the agency’s mar- 
keting department or forget the as- 
signment. By coming to us with basic 
factual data and trusting us to use 
it to the best of our ability, the client 
can receive better service from the 
agency marketing department. 


3. The first request is a legitimate 
responsibility of an agency market- 
ing department. The second request 
is not, so far as having a direct appli- 
cation to improving the advertising 
and sales effectiveness of a client’s 
product is concerned, and that, in my 
opinion, should make the question 
of “who pays for what” a simple 
question. 


The first request is an agency func- 
tion, if the client wishes to avail him- 
self of it, and the expense should be 
borne by the agency. However, in 
the second case, there is no basic 
client’s product involved, only an 
idea of a product. There is no present 
advertising budget and little likeli- 
hood of one for some time to come. 
In cases like this, I feel that the 
client making the request should pay 
all expenses incurred. 


> The Heavy-Winged Desk Thrasher 


His requests always start the same 
way—and always by memo: “There 
will be a meeting in my office .. .” 
Let’s examine two real situations 
that illustrate this bird. 

The client writes, “There will be 
a meeting in my office next Tuesday 
at 10 am. As you know, we have 
some very serious marketing prob- 
lems confronting us. Please bring 
anyone from your department that 
might make a contribution.” 

The meeting called by this Heavy- 
Winged Desk Thrasher asking us to 
give him our best thinking relative 
to the problem opened. But for two 
solid hours this bird gave us “his 
thinking” by telling us how he had 
decided he was going to solve this 
marketing problem. He worked from 
memory rather than an organized 


agenda. The individual problems 
weren’t isolated, explained or dis- 
cussed in orderly form and no spe- 
cific assignments were given anyone 
attending the meeting when it was 
concluded. 


>As the client was leaving for a 
luncheon date, his parting shot was 
a real gem. “Give me your best 
thinking on this after you’ve had a 
chance to think over what I’ve ex- 
plained.” 

Here’s the agency version of the 
same bird. 

“There will be a meeting in my 
office next Thursday at 2:30 p.m. 
We’ve got some sales problems, not 
getting our share of market for 
Squinchy Winchees. Need the help 
of all our marketing men who have 
had experience in this field. Alert 
those you wish to attend.” 

This Heavy-Winged Desk Thrasher 
was at his very best. He, too, wanted 
the best thinking of everyone present 
on how to increase the share of mar- 
ket for the product under discussion. 
However, he then launched into his 
plan, conceived by his own admission 
on a plane coming back from a visit 
with the client only a few days be- 
fore the meeting. 

He wasn’t interested in anyone’s 
thinking. The decision had been 
made. The assignment the marketing 
department received as the result of 
this meeting could have been handled 
quite efficiently over the telephone 
or by memo. It was that simple. 


>I draw these conclusions: 


1. An agency marketing department 
can improve its service to clients if 
both agency and client personnel 
would cease calling meetings under 
false pretenses. 


2. A client can receive better serv- 
ice from an agency marketing de- 
partment if mass meetings are con- 
ducted from a pre-arranged agenda. 


3. The areas of responsibility and 
payment for services rendered are 
quite well defined in situations like 
the foregoing. It’s a basic agency 
responsibility to assist clients in the 
discussion stages of a sales problem, 
at agency expense, because a poor 
sales picture eventually must lead 
to a poor advertising client. 


>The Fluttering Flemish 


You find this bird at both agency 
and client level. He has a stereotyped 
approach that nearly always starts 
this way (by telephone only): “I 
want more help from the marketing 
department .. .” 

Let’s review two situations that 
will illustrate the Fluttering Flemish. 

Here’s a phone call from a client: 
“I want more help from your mar- 





keting department. You know, we 
haven’t used your department as 
much as we probably should have. 
Now, I’ve got a little job I'd like to 
throw your way .. . but I haven’t 
time for a meeting to discuss this 
with you, as I’m leaving town to- 
night. 

“Tll be gone about 10 days, and 
then I’m going on my vacation. 
Here’s the problem. We’ve got to 
come up with a terrific sales promo- 
tion plan for our fall campaign. Must 
tie it in with our advertising pro- 
gram and really merchandise the hell 
out of it. Need your help this time 

. will be looking for your recom- 
mendations when I get back.” 


>The Fluttering Flemish never 
meets with anyone, because he never 
has the time. He’s always going 


somewhere, always on the run. No 
one really knows what he’s trying to 
accomplish because he never sits 
still long enough to acquaint you 
with his objectives. Yet, he expects a 
marketing department to come up 


with a sales promotion program that 
will be the finest creation of man’s 
mind since the invention of the 
wheel. 

Here’s the same bird at the agency 
level, telephoning to the marketing 
department: 

“IT want more help from your mar- 
keting department. I probably 
haven’t called on your department 
as much as I should have done the 
past few months, but I’ve got some- 
thing for you this time. 


>“T haven’t time to give you all the 
background, so you'll kind of have to 
operate in the dark. Our client is 
ready to introduce that new product 
next month. You know, project AYZ. 
I’m leaving on my vacation this aft- 
ernoon, but I’ll be back in a couple 
of weeks and will be looking for your 
recommendations. 

“The client, as you know, doesn’t 
want to pre-invest money in this 
product. You know . . . not too sure 
of it yet! Accordingly, we should 
come up with a plan that will make 
them some money, or at least break 
even within a couple of months after 
introduction. So take that into con- 
sideration when setting up your pro- 
posed plan. See you when I get back.” 

I'll admit that being a part of a 
marketing department in an agency 

. a service department of a service 


business .. . is not without its calcu- 
lated risks when it comes to birds 
like the Fluttering Flemish. How- 
ever, in my book there is a big 
difference between a calculated risk 
and being used! 


> Conclusions: 


1. The marketing department can 
improve its service to a client, and 
a client can receive better service 
from the agency’s marketing depart- 
ment, if all interested parties will cut 
out the apparent attempt at flattery 
by using the term “we” and get down 
to the real reason “why.” 


2. It’s the marketing department’s 
basic responsibility to create and 
recommend sales promotion plans 
and programs, if desired by agency 
and client personnel. It’s the respon- 
sibility of the agency to have men 
who are qualified and capable of do- 
ing such work. The areas of respon- 
sibility and payment for such serv- 
ices, if desired, are quite well defined 
by current practices. 

But I know of no agency that has 
a single marketing “magician” in its 
midst, nor do I know of an agency 
with a secret file drawer that has 
the answers to all marketing prob- 
lems for all clients made available 
by pressing a button or referring to 
a specific file folder. The marketing 
department should be involved with 
basic business decisions, not involved 
in games. 


>The Vacillating Tern 


Here he is in terms of the client 
talking: 

“Well, now, this plan is all right, 
but, we’ve changed our objectives 
again, since our last meeting. I know 
I’m asking for still another, but you 
know how it is. We’ve got to give the 
salesmen what they want. So work 
at it again. Won’t need much chang- 
ing in order to hit this newest objec- 
tive. Of course, you'll probably have 
to send your marketing man into the 
field to work with the salesmen for 
a couple of weeks, but we'll fix that 
up with the sales manager today.” 

I submit that it’s the prerogative 
of anyone to change his opinions and 
objectives relative to a suggested 
marketing plan or an approach to a 
marketing plan. But it seems to me 


that it’s only good business to have 
agreement on marketing objectives 
before anything is done. 

Here’s the same bird, only this time 
an agency man is talking: 

“I know we talked previously 
about charging our client for that 
job, but, you know by the time it 
was finished, Joe had changed his 
mind and, of course, he didn’t use the 
material at all. I think we owe him 
this new plan without cost to him 
because we didn’t give him what he 
wanted the first time.” 

Now, this is not exactly a new or 
novel approach to marketing service 
costs and who pays for it. I un- 
derstand it happens quite frequently 
in agencies, where the account exec- 
utive is a poor salesman! A simple 
solution would have been for the 
account man to have discussed 
“costs” with the client before the job 
was actually started in the field and 
before there were any expenses to 
worry about. 


>From these experiences I draw 
these conclusions: 


1. The agency marketing department 
can improve its service to clients if 
specific objectives for marketing jobs 
are clearly defined and agreed upon 
at the client level before the request 
is made of the agency. 


2. Clients can receive better service 
from an agency marketing depart- 
ment if they will encourage the pol- 
icy, “Tell us what you think we 
should hear rather than telling us 
what you want us to hear.’ Market- 
ing department services should be 
rendered on the basis of conviction 
of recommendations made and plans 
presented, not on a policy of catering 
to an individual's vanity. 


3. Vacillation should have no home 
at either agency or client level when 
it comes to the problem of “who has 
the responsibility for the job and who 
pays for it.” It would be much easier 
for all concerned if costs of all mar- 
keting requests were discussed open- 
ly and factually before any definite 
commitments were made. 


>The Stiff-Necked Crane 


This bird is illustrated in two more 
real-life situations. He’s the client 
who says, “You know that ABC 
chain stores in St. Louis quit han- 
dling our product X last spring. 
We've tried to get back in, but can’t 
seem to make any headway. I know 
that your marketing man in the St. 
Louis office is a friend of the buyer 
at ABC headquarters. I told our re- 
gional manager in St. Louis that you 
probably could get us back in at 
ABC. I don’t like to weaken my posi- 
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tion with our regional manager. Will 
you do what you can for me?” 

Agency marketing departments 
use their trade contacts—buyers, pro- 
motion managers, store managers, 
etc.—as a means of keeping posted 
on up-to-date trends, for making 
store tests and market tests, for ob- 
taining confidential and semi-confi- 
dential data on products and sales. 

Accordingly, I don’t feel that you 
can expect to obtain this kind of 
help in the interest of a client today 
and then try to sell merchandise to 
these same contacts in the trade to- 
morrow. 


The Stiff-Necked Crane as an 
agency man says, “We've just fin- 
ished with a series of meetings on 
next year’s marketing plans. I pre- 
sented my idea of what I think our 
plan should be, and their manage- 
ment is definitely interested in it. 

“Now I want you to come up with 
some market research data to sup- 
port my plan. Perhaps this isn’t the 
right way to do it, but ’m committed 
to my recommendations and need 
your help to justify them in a statis- 
tical sense.” 

It's quite obvious how this bird 
got his name. He was in no position 
to retreat, his neck was out a mile. 
He had to prove he was right, and 
sometimes that is a bit difficult, too. 


> Conclusions: 


1. An agency marketing department 
can improve its service if the mar- 
keting department is not used to 
“prove” someone is right or wrong. 
Market research should be objective, 
rather than being biased at the start. 


2. If an agency marketing depart- 
ment wants to assume responsibili- 
ties for part of the client’s selling 
duty to the trade, then the client 
should pay for such selling services, 
and all such selling services should 
be divorced from the normal agency 
marketing department. 


3. The gathering of market research 
data to support agency recommenda- 
tions is an agency responsibility and 
costs should be borne by the agency. 
The data should be gathered before 
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firm recommendations are made, 
and the client has every reason to 
ask for the factual justification of 
each recommendation. 


> The Ring-Tailed Delegator 


You'll surely recognize this bird. 
He comes in three sizes. There is the 
small size .. . or ordinary Delegator. 
There’s the medium size . . . or exec- 
utive type Delegator. And there is 
the large economy size . . . or Dele- 
gator supreme. 

This bird usually breeds in over- 
staffed areas of both agencies and 
clients. Delegators are big users of 
pencils, stationery, telephones and 
secretaries. Regardless of type or 
size, they have a singular way of de- 
fining themselves .. . “A good ex- 


ecutive delegates work and respon- 
sibility.” 

Also, they have a common ap- 
proach to the marketing department: 
“You can take care of it, I know you 
can.” This is given in a low confi- 
dential tone with an occasional grip- 
ping of the arm or a pat on the back 
in order to establish rapport and 
build confidence in the unsuspecting 
marketing man. 

Let’s take a look at two real situ- 
ations to illustrate the Ring-Tailed 
Delegator: 


> At the client level: “We need an 
analysis made of our sales in the P-U 
division just as soon as possible. All 
the sales data are in Squeedunk, 
where headquarters of the P-U divi- 
sion are located. Send your man up 
there to get the information, then 
analyze sales for the past five years 
for each product and by each sales 
territory. Show performance against 
potential by sales territories.” 

We went to Squeedunk, as re- 
quested, and picked up all general 
sales data from the sales manager, 
but we didn’t get certain classified 
sales information. It seems that our 
various delegators forgot to delegate 
a phone call or to delegate a memo 
of explanation to the most important 
man in P-U division, the v.p. and 
general manager. 

As for the agency type of Ring- 
Tailed Delegator, he says, “We've got 
some market tests coming up soon. 
We want to test copy and media, as 
you know. Now, you see the copy 
people and the media department and 


get their plans, put it all together in 
presentation form and let’s have a 
look at it in a week or so. I know 
you can handle this job for me.” 

One has to give credit to a Dele- 
gator! He’s always looking for ac- 
tion, so long as it doesn’t involve him 
either physically or mentally. 


> My conclusions are as follows: 


1. Agency marketing departments 
can improve their services if they 
are requested to perform only those 
functions that have a direct applica- 
tion to marketing problems. 

2. Clients can receive better service 
from an agency marketing depart- 
ment if the client will assume the re- 
sponsibility of furnishing all neces- 
sary corporate data, relative to a 
request, rather than asking the mar- 
keting man to “go get it.” 


3. Delegation of responsibility is 
necessary if business is to show prog- 
ress. Delegate? An emphatic yes, but 
don’t pass the buck! 


>The Carrier Do-Do 


This is a rare bird. You find him 
only in agency marketing depart- 
ments. He’s usually confused, due to 
the role assigned him by agency and 
client personnel. He doesn’t know 
quite how or where he fits into the 
scheme of things because no one has 
ever told him. He’s much like the 
fifth wheel on a car, just goes along 
for the ride. 

Here’s an agency man talking to 
illustrate the Carrier Do-Do. 


“l’m going to Soft Pedal, Pa., next 
Friday and I want Pete to go with 
me. Have him prepared with three 
or four ideas and partially developed 
plans, as we might get around to dis- 
cussing next year’s marketing pro- 
gram. Have him bring along all the 
statistical staff that he has, too. We 
don’t expect him to talk unless I give 
him the signal in the meeting. I'll get 
together with him on the train and 
tell him how the client wants the 
meeting to be handled.” 


>From this experience, I draw this 
conclusion: 


1. An agency marketing department 
can improve its service, and clients 
can receive better service from an 
agency marketing department if all 
parties concerned would recognize 





marketing as a legitimate part of the 
average agency-client relationship, 
not something to be discussed if there 
is time, not something to be barely 
tolerable, not something to be 
dragged in by the heels when there 
is no one looking. Recognize it or 
disown it, but don’t make it expend- 
able! 


> The Perpetual Grouse 


The Perpetual Grouse has so little 
use for the marketing department 
that I’m not going to use any real 
situations to illustrate this bird. In 
fact, there just aren’t any real situ- 
ations to illustrate, either at the 
client or agency level. He doesn’t 
believe in marketing services. They 
cost money, and besides, when he 
broke into the advertising business 
there wasn’t any need for such silly 
nonsense and he doesn’t see any need 
for it now. 


>The Female Viewpoint 


This is probably the most contro- 
versial bird of all, but all of us know 
her well. She is found at both agency 
and client level, but she is generally 
seen at company cocktail and dinner 
parties. She flits and flutters about 
expounding her “female viewpoint” 
on hubby’s sales and advertising 
problems for the products he is re- 
sponsible for. 

It may be her Female Viewpoint 
on a sales problem that has had 
hubby and his associates licked for 
the past six years, but Our Nell has 
the answer, and it’s always so 
damned simple. 

Also, we find the Female View- 


point reporting to the marketing de- 
partment in an indirect way. You 
know, the case where some rugged 
individual starts a marketing meet- 
ing with: “My wife told me this 
morning that she tried .. .” 

I will not use any real situations 
to illustrate the Female Viewpoint, 
nor will I accept the privilege of 
drawing a conclusion on this subject. 
There’s no future in it for those of 
us who are married. 


>The Solitary Nuthatch 


This bird is very peculiar in that 
he not only thinks he is the only bird 
that can fly, but he thinks he must 
always fly alone! Usually, you'll find 
this bird full of the standard cliches 
at both agency and client level, when 
he condescends to let the agency 
marketing department into the inner 
sanctum sanctorum of his own indi- 
vidual operations. The typical cliche- 
type conversation usually goes like 
this: 

“I’m the only one that really knows 
our problems and how they can be 
handled with personnel in our organ- 
ization. Put your best foot forward, 
and be sure you're on target when 
you fire. Wrap up your plan in a 


complete ball of wax. I don’t want to 
expose you to some of our people, 
because they wouldn’t appreciate 
your interest, as an agency function, 
in this phase of our business.” 

At the agency level this bird fre- 
quently says: 

“I’m the only one that really knows 
how to handle this account. Give me 
your recommendations, you know 
the ground rules. We don’t want any 
second-stringers on this job, so let’s 
meet this real challenge. We've got 
to put the rudder in the water. Pass 
the ball to me and I'll try to sell your 
suggestions to the client.” 


>From this type of experience, I 
conclude: 


1. The client can receive better serv- 
ice and the agency marketing depart- 
ment can improve its service if the 
marketing department personnel is 
allowed to present and attempt to 
sell their own ideas, recommenda- 
tions and convictions relative to re- 
quest made of them, with prior ap- 


proval by the account executive, of 
course. 


2. If the agency marketing depart- 
ment personnel had to present and 
sell their own convictions and rec- 
ommendations, it would tend to give 
more encouragement to qualified 
marketing men of experience for 
applying creativity and ingenuity to 
marketing problems. 


So much for our advertising Birds 
of Distinction. These illustrations 
have been used to call attention to 
certain agency-client relationships as 
applied to the marketing department. 
They do not, obviously, apply to all 
agency-client personnel, as there are 
many, many people at both agency 
and client level who know how to 
use a marketing department in order 
to derive the maximum benefits. 

An agency marketing department’s 
responsibilities should include an 
honest interest in all factors that 
affect sales, so long as those sales 
factors, and our interest in them, 
have an application that will make 
advertising more effective. 

If we are serious about wanting to 
improve the services of an agency 
marketing department, we must: 


e Minimize or eliminate some of the 
misunderstandings that presently ex- 
ist in some quarters as to the part 
that marketing could or should play 
in advertising. 

e Minimize or eliminate some of the 
misunderstandings that presently ex- 
ist in some quarters as to the mar- 
keting service responsibilities and 
who pays for what services, agency 
or client. 

e Treat marketing as an ingredient 
of advertising, not as a competitor 
of advertising. 44 


Admen Offered Samples 
Of New Color-Stik Paper 


Samples and additional informa- 
tion on Color-Stik—a pressure-sen- 
sitive, colored paper—are available 
from the Winfield Associates, Prince- 
ton, N. J. 

Winfield says Color-Stik—designed 
for artists, advertising agencies, 
chartmakers and others concerned 
with effective visual presentations— 
can be cut into any size or shape for 
any purpose where color impact is 
needed. 

Bearing a firm, smooth surface 
that takes erasing and washing, 
Color-Stik is applied by peeling off 
the backing and pressing it on by 
hand. 

The samples indicate the wide 
range of colors now in stock, and the 
information includes the price list. 


For your copy circle No. 726 on the 
Readers’ Service Card inside back cover 
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MW PRESS PARTY 


By Jules Levin 


Why should you run a press party? 

There are many excellent reasons. 
Press parties are held to launch new 
products, announce important poli- 
cies or services, or to sow good will 
with members of the press, which 
includes newspapers, magazines, ra- 
dio and television. 

Obviously the same material given 
out at press parties could be dis- 
tributed through the mails, except 
for one overriding qualification. The 
main purpose in distributing pub- 
licity material is to see it in print or 
used over the air eventually. Your 
chances of success are immeasurably 
improved if a properly run press 
party is included in your campaign. 

Press releases sent out through 
the mails, no matter how well pre- 
pared, meet the severe competition 
of thousands of others. Exposed to 
this never ending stream, editors 
tend to become calloused and indif- 
ferent. Thus, a technique was re- 
quired that would go beyond cus- 
tomary channels to arouse editors’ 
interest. 


> Then somebody had an inspiration. 
“Why not lure the editor from his 
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Although an accepted medium of communications 
with the press, press parties are not always howling 
successes. Here’s a 30-point checklist to help guide 
admen in getting the most from press parties. 


sanctum?” he reasoned. “Bring him 
to pleasant surroundings, wine him 
and dine him, and then, having iso- 
lated him from the competition of 
other releases, fully demonstrate the 
merits of our product.” 

It was a wonderful idea. To editors 
and commentators it meant a stimu- 
lating diversion from office routine 
and an interesting social hour or two 
spent in the company of others of 
their profession while obtaining 
fresh material for news columns or 
commentaries. 

At first, press parties were mainly 
used to publicize new plays and 
motion pictures. Then came the teas 
to introduce a new book or herald 
a budding author. Now industry has 
realized the value of such affairs, 
which may publicize anything from 
a new frozen food to a power driven 
hedge-trimmer. 

It should be emphasized primarily 
that, unless you have a whopping 
good reason for holding a _ press 
party, don’t hold one. The repre- 
sentatives of the press are a busy lot 
and more is lost than gained by ask- 
ing them to waste their time on 
something that is trivial or utterly 
lacking in news value. Never forget 


that while your aim is to get pub- 
licity for your company, their mo- 
tive is to find items rich in news 
value. 


>Since press parties involve fairly 
large assemblages of people, it is 
essential that they be well planned, 
thoroughly thought out, and carried 
off with split second precision. 
Should anything go wrong, your 
company can look ridiculous, and the 
person handling the affair may ir- 
reparably damage his reputation. 

One of the worst press parties in 
my memory took place many years 
ago. This function was staged one 
winter evening to publicize an elec- 
tronic wood welding machine having 
the power to dry glue in seven sec- 
onds. The machine was expected to 
revolutionize the woodworking in- 
dustry. Gluing operations that had 
required a day for the glue to cure, 
would ostensibly now be completed 
in less than a minute. 


After dining in a fashionable mid- 
town hotel, we settled back to watch 
the demonstration that was the 
scheduled high light of the affair. 
Plywood paneling was to be glued to 
a framework of wood studding. The 





backs of the panels had been coated 
with liquid adhesive and now, to 
complete the operation, the wood- 
welding unit was to be held against 
the face of the panel for seven sec- 
onds. The radiation of electronic 
waves from this unit was to cure the 
glue and the permanent installation 
of the panel would then be com- 
pleted. 

The demonstrator raised the unit 
for inspection. “To operate it,” he 
explained, “you simply plug it in like 
any ordinary electric appliance.” 

He did so. Immediately there was 
a spark, a hiss, and the entire room 
was plunged into darkness. People 
confusedly stumbled about in the 
dark, lighting matches for illumina- 
tion until an electrician arrived. He 
restored electric light by replacing a 
burnt out fuse. 


>The woodwelding unit, it was then 
discovered, operated on alternating 
current, and was incompatible with 
the hotel’s electrical system, which 
ran on direct current. Ignorance of 
this simple fact was responsible for 
the failure of weeks and weeks of 
preparation. To me it emphasized the 
absolute need of foresightedness, 
careful preparation and thorough 
planning. 

Reduced to do’s and don’ts, here 
is a checklist of points to keep in 
mind when planning a press party. 


1. Prepare your program .. . Build 
it around something special and 
newsworthy so that it bristles with 
incentives that will make guests 
want to come to your affair. Pro- 
gramming includes demonstrations, 
talks, films, entertainment, music, 
displays, meals and refreshments. 


2. Arrange your schedule .. . Deter- 
mine how long the party will last 
and allocate your time and sequence 
of events accordingly. Once you have 
decided upon a schedule, stick to it. 


3. Mail programs and schedules to 
invited guests . . . Those who may 
not have the time to take in the en- 
tire program can then plan to arrive 
in time for the feature of your pro- 
gram that interests them most. 


4. Plan dynamic presentations .. . 
Show products in use. Accentuate 
motion, even if you have to use films 
to do so. Arrange for guest partici- 


pation. People are fond of trying 
things out themselves. Give them 
the opportunity wherever possible. 


5. Select your guests .. . Approach- 
ing the right people and getting them 
to attend is most important. Invite 
city editors and the proper depart- 
ment editors of newspapers and 
magazines. Look up trade magazines 
that are closely linked to your prod- 
uct. Contact interested local person- 
alities on radio and tv. 

Invite only those people who can 
reasonably be expected to use your 
material. If you have not already 
done so, set up a card index file of 
people on newspapers, syndicates, 
trade and general magazines, and in 
radio and tv who would naturally 
be interested in your company and 
its products. 


6. Invite people who are geographi- 
cally convenient ... A science edi- 
tor, having his office in Chicago, is 
hardly likely to attend a Los Angeles 
press party. But many publications 
have area representatives. Get to 
know the representatives for your 
locality. 


7. Mail out invitations . . . Personal- 
ize as much as possible. Avoid form 
letters. Give your guests plenty of 
notice. 


8. Include response cards and self 
addressed envelopes with your invi- 
tations . . . This is important, as the 
returned response cards will aid you 
in determining the size of your au- 
dience and in making adequate prep- 
arations for seating accommodations, 
food and refreshments. 


9. Use the phone ... Follow up your 
invitations with telephone calls to 
stimuiate interest in your party. Even 
though some people will not attend, 
your phone call may be instrumental 
in developing greater interest in 
your company and its products. 


10. Select the right day .. . Avoid 
conflicts with other events, such as 
world series baseball games, relig- 
ious holidays, Christmas season par- 
ties, and conflicting trade shows or 
conventions. Friday is a poor day, 
since people are already thinking in 
terms of the weekend. 


11. Select a proper hour... Lunch- 
eon hours are ideal, and at mid-day 
people are apt to drink less and be 
more attentive. Parties at other 
hours infringe upon people’s regular 
working hours, while cocktail parties 
at 5:30 conflict with the desire to 
get home after a day’s work. 


12. Select the right size place ...A 
small gathering lost in overly large 
quarters looks forlorn. When making 
hotel arrangements, ask for an op- 


tion to switch to a larger or smaller 
size room. Then with the responses 
to your invitations as a guide, you 
can decide accordingly. 


13. Select a convenient place ... The 
longer it takes to get to your party, 
the less enthusiastic guests will be 
about coming. In New York city, for 
example, in the ten block radius from 
Sth Avenue and 42nd Street can be 
found the editorial offices of the four 
leading morning newspapers, head- 
quarters of most radio and tv sta- 
tions, and the offices of innumerable 
magazines and newspaper syndicates. 
If you are planning a press party in 
New York city, hold it in the same 
locality, even though you may have 
luxurious executive offices else- 
where in the city—possibly in the 
hinterland of Brooklyn—thus requir- 
ing an hour’s drive in each direction. 


14. Prepare a press kit ... This 
should contain everything that will 
help the press in getting your story 
into print or sending it out over the 
air. Wherever apropos, supply tech- 
nical data and photographs. 


15. Mail press kits to invited guests 
... There is a difference of opinion 
as to whether press kits should be 
sent through the mails or handed to 
the guests when they arrive at the 
press party. I find, for several rea- 
sons, it is best to mail them out. 


e Guests get a chance to examine 
the kit and, should they have any 
questions, they can bring them up 
when attending the press party. 


e Invited guests, who are unable to 
come, can at least use the press kit 
to compose news stories. 


e Interested publications, which are 
precluded from attending because 
they are distantly located, can also 
rely upon the press kit to give them 
the facts for news coverage. 


16. Summary of what is mailed out 
to the guests: 
Invitation 
e Response Card and Envelope 
e Program 
e Schedule of Events 
e Press Kit 


17. Plan your menu according to the 
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method of service ... When serving 
buffet style, avoid sloppy foods, such 
as egg salad drenched with mayon- 
naise or chopped foods that tend to 
fall apart. Stick to more solid fare. 
Tastes vary. So even though you may 
be featuring dainty, highly spiced 
or exotic foods, always be sure to 
also include some plain, substantial 
stand-bys. 


18. The liquor issue . . . This brings 
up the cocktail theory of public rela- 
tions, whose exponents maintain that 
the more liberal the flow of liquor, 
the friendlier the atmosphere. They 
depend upon a deluge of cocktails 
and canapes to ingratiate themselves 
with their visitors. Planning and 
proper distribution of information 
tend to be overlooked with the 
thought that entertainment and re- 
freshments will take the place of 
professional promotion and old fash- 
ioned salesmanship. 

This much can be said for the 
cocktail theory. By its very nature a 
press party is part business and part 
social. To the extent that a company 
is functioning as a host, it must ap- 
pear warm, generous and friendly. 
The aura of conviviality generated 
by the party is bound to communi- 
cate itself to the guests, linger with 
them, and favorably mold their opin- 
ion of you. It can pave the way to 
friendlier, more intimate, first-name 
relationships, which can be priceless. 

Then too, somewhat subconscious- 
ly, the guest may experience a sense 
of obligation as reflected in the 
thought that since this company has 
fed him, entertained him, and plied 
him with drink, the least he can do 
by way of reciprocation is to help 
them get some publicity. 

But even though liquor has its 
place, it should not be given top bill- 
ing. Remember, your main purpose 
is to publicize your company and its 
products and services. Never neglect 
the traditional tools of salesmanship 
and promotion. Don’t depend upon 
liquor to do all the work. 


19. Use discretion in distributing 
liquor .. . Don’t be frugal, lest you 
be criticized for niggardliness. Regu- 
late the frequency with which trays 
full of cocktails are circulated and 
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caution the waiters to give a wide 
berth to anyone who looks as though 
he might have had enough. Should 
you have a featured speaker, don’t 
over-indulge him. There have been 
instances where a speaker reached 
the dais just in time to fall flat on 
his face. 


20. If you have valuable displays or 
exhibits arrange for a watchman to 
guard them. 


21. Check electrical facilities .. . If 
electrically operated units are to be 
used or demonstrated, check their 
wattages lest they overload the cir- 
cuit and burn out a fuse. This can 
happen with electric ranges and air 
conditioning units. Check to see 
whether your product operates on 
direct or alternating current and is 
compatible with the electrical system 
of the hotel. 


22. At all times be courteous and 
attentive to your guests .. . Have 
someone at the door to greet them 
when they arrive. The person given 
this assignment should be friendly 
and affable. 


23. Prepare lapel cards to pin on 
the lapels of your visitors . . . These 
should indicate the name, position, 
and the publication or radio station 
represented. This is a sure fire de- 
vice for breaking down barriers 
among people meeting each other 
for the first time. 


24. As guests depart, thank them for 
attending ... Ask if there is any fur- 
ther assistance you might give them. 


25. If your program calls for speak- 
ers, discuss the content and the 
length of the talks in advance... 
Never let the boredom brought on by 
unbridled oratory spoil your affair. 
Tactfully but firmly impress upon 
speakers just how long they are to 
speak. 


26. Make proper arrangements for 
speakers ... A lectern, pitcher of 
water and glass, and loud speakers 
should be at their disposal. The audi- 
ence should be seated so as to face 
the speaker. 


27. Preparation of speeches ... You 
may have to prepare short talks or 
speeches for officials of your com- 


pany. If so, keep in mind any speech 
defects or idiosyncracies. Avoid in- 
volved sentences and tongue-twist- 
ers. 


28. Briefing of company personnel 
. . . Decide which personnel of the 
company are to participate in the 
party. At a group meeting explain 
the purpose of the press party and 
carefully describe the program and 
sequence of events. Hand out var- 
ious assignments and emphasize the 
need of circulating among the guests 
and spreading good will. Have indi- 
vidual interviews with persons who 
are to function as receptionists, dem- 
onstrators, speakers, operators of 
displays, projectionists, and distrib- 
utors of food and refreshments. 


29. Be sure company personnel has 
a complete working knowledge of 
the product to be publicized... 
Stress the importance to the em- 
ployes of knowing all they can about 
the product so that they may be able 
to discuss it intelligently with the 
guests. In the hush-hush over new 
things, this is sometimes overlooked, 
and the company can look foolish if 
its very own representatives are 
either misinformed or insufficiently 
informed. 


30. Have a dry run or rehearsal of 
the press party, or as much of it 
as is feasible . . . Leave no doubt in 
any employe’s mind as to his specific 
responsibilities throughout the entire 
program. 44 


Tricky Folder Sells Finish 
That Lasts a Wifetime! 


To proclaim better the “lastabil- 
ity” of porcelain enamel, the Pemco 
Corp., Baltimore, Md., has produced 
a four-color flyer entitled, “The Fin- 
ish That Lasts a Wifetime!” 

Produced for mailing to appliance 
manufacturers and enamel jobbers 
throughout the country, the unique 
folder features Mrs. Housewife and 
her kitchen appliances on the cover. 

Opening the folder, the reader sees 
a photograph of a refrigerator with 
doors die-cut so that they open up. 
The reader is invited to “Open the 
Doors to the Seal that Sells!” 

This invites further investigation 
and the reader opens the piece com- 
pletely to see that the refrigerator 
doors have turned into kitchen win- 
dows to go with the headline, “Your 
Products Look Out On A Bright Fu- 
ture When Pemco Frits Are Used To 
Make Your Porcelain Enamel Fin- 
ish.” 

The body copy gives the A-B-C’s 
of the sales features of porcelain 
enamel finish. 44 
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CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 





THESE LEADING PAPER MERCHANTS SELL 
THE FAMOUS 


ALABAMA 

The Whitaker Paper Co 
Mobile The Partin Paper Co. 
Montgomery W. H. Atkinson 


Birmingham 


ARKANSAS 
Little Rock Roach Paper Co. 
CALIFORNIA 


Los Angeles Carpenter Paper Co 
San Francisco Carpenter Paper Co. 


COLORADO 
Carpenter Paper Co 
CONNECTICUT 
Hartford John Carter & Co., Inc 
New Haver John Carter & Co., Inc. 
DISTRICT OF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 


The Jacksonville Paper Co. 

The Everglade Paper Co 

The Central Paper Co 

The Capital Paper Co 

The Tampa Paper Co 
GEORGIA 


The Whitaker Paper Co. 
The Macon Paper Co. 
The Atlantic Paper Co 


IDAHO 
Carpenter Paper Co 


ILLINOIS 


Bradner Smith & Co. 
Dwight Brothers Paper Co. 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 
Decatur Paper House, Inc. 
Peoria Paper House, Inc 
Irwin Paper Co 
Cc. J. Duffey Paper Co. 


INDIANA 


The Millcraft Paper Co 
Indiana Paper Co., Inc. 


IOWA 


Carpenter Paper Co. 
Pratt Paper Co 
Carpenter Paper Co 


KANSAS 


Carpenter Paper Co 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 
LOUISIANA 
The D & W Paper Co., Inc. 
MAINE 
John Carter & Co., Inc. 
MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 
The K. E. Tozier Co.* 


Washington 


MICHIGAN 


Detroit The Whitaker Paper Co. 
Grand Rapids Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
St. Paul Cc. J. Duffey Paper Co. 
Inter-City Paper Co. 


Minneapolis 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Kansas City Carpenter Paper Co. 
St. Louis Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Billings Carpenter Paper Co. 
Great Falls Carpenter Paper Co. 
Missoula Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Lincoln Carpenter Paper Co. 
Omaha Carpenter Paper Co. 


NEW HAMPSHIRE 
Concord John Carter & Co., Inc. 


NEW JERSEY 


Grand Island 


Central Paper Co. 
Central Paper Co 


NEW MEXICO 
Carpenter Paper Co. 
NEW YORK 


Albany Hudson Valley Paper Co. 
Binghamton Stephens & Co., Inc. 
Buffalo Hubbs & Howe Co. 
Jamestown The Milicraft Paper Co. 
New York City Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton Paper Co., S.A. 
For Export < Champion Paper Corp., S.A. 
Champion Paper Export Corp. 
Rochester Hubbs & Howe Co. 


NORTH CAROLINA 


Asheville Henley Paper Co. 
Charlotte The Charlotte Paper Co 
Raleigh Epes-Fitzgerald Paper Co. 


OHIO 


Akron The Millcraft Paper Co. 
Cincinnati The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.” 
The Whitaker Paper Co. 


Albuquerque 


Cleveland The Millcraft Paper Co. 
Columbus Sterling Paper Co. 


BRANDS 


OKLAHOMA 


Oklahoma City Carpenter Paper Co. 
Tulsa Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Portland Carter, Rice & Co. of Oregon 


PENNSYLVANIA 


Allentown Kemmerer Paper Co. 
Division of Garrett-Buchanan Co.) 
Lancaster Garrett-Buchanan Co. 

Philadelphia Garrett-Buchanan Co. 
Matthias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 

Pittsburgh The Whitaker Paper Co. 

Reading Garrett-Buchanan Co. 


RHODE ISLAND 


Providence John Carter & Co., Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co. 


TENNESSEE 


Chattanooga Bond-Sanders Paper Co. 

Knoxville The Cincinnati Cordage & 
Paper Co. 

Memphis Tayloe Paper Company 

Nashville Bond-Sanders Paper Co 


TEXAS 


Amarillo Kerr Paper Co. 
Austin Carpenter Paper Co. 
Dallas Carpenter Paper Co. 
El Paso Carpenter Paper Co. 
Ft. Worth Carpenter Paper Co. 
Harlingen Carpenter Paper Co. 
Houston Carpenter Paper Co. 
Lubbock Carpenter Paper Co. 
San Antonio Carpenter Paper Co. 


UTAH 
Ogden Carpenter Paper Co. 
Salt Lake City Carpenter Paper Co. 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Co. 
Richmond Epes-Fitzgerald Paper Co. 
WASHINGTON 


Seattle Carter, Rice & Co. 
Spokane Spokane Paper & Stationery Co. 
Yakima Carter, Rice & Co. of Yakima 
WEST VIRGINIA 
Huntington The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 
Milwaukee Dwight Brothers Paper Co. 


CANADA 


Cr 


Springfield John Carter & Co., Inc. Dayton The Cincinnati Cordage & Paper Co. Toronto 


Blake Paper Limited 
Worcester John Carter & Co., Inc. Toledo The Millcraft Paper Co. *BOX WRAP GRADES ONLY 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, 
WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio . .. Canton, N. C. ... Pasadena, Texas 





By Ted Sanchagrin 
AR Eastern Editor 


Just when we were wondering 
whatever happened to House & 
Home’s contest among production 
managers, the phone rang and H&H 
sales promotion manager Eugene 
Wolfe introduced himself and 
dumped the works in our lap. 

“We learned a lot from the con- 
test,” he said. “One contestant sug- 
gested we let everybody in on the 
results, so here they are.” 

Over the signature of Richard N. 
Jones, advertising sales director, 
House & Home had sent letters to 
400 production managers on its pro- 
motion list, saying, “Everyone in the 
advertising world, it seems, has a li- 
cense to be late—to make changes in 
copy, to revise art work, to hold up 
plates—everyone, that is, except the 
production manager. He generally 
has until yesterday to get a job 
done.” 

The magazine offered first, second, 
third and fourth prizes of $100, $50, 
$25 and a bottle of “your favorite 
brew” for the best suggestions to gain 
the cooperation of advertisers to 
meet the magazine’s closing dates. 


> Extensions for advertising plates 
and copy were no problem when 
House & Home first started publish- 
ing some four years ago and issues 


Answer for 


| The Production Managers 


Late Plate Problems 


To solve its advertising deadline problems, House & Home 


ran a contest for production men. Entrants came up with 


a variety of ideas, which have been incorporated in this 


article as an aid to admen beset with the same problem. 


were often two or three weeks late 
coming out. When House & Home 
began hitting the mails on the an- 
nounced publication date, actual 
publication date was advanced two 
to three weeks, although no advance 
was made in the closing dates. 

Ad pages had more than doubled, 
and advertisers, who had increased 
their use of multi-colors and special 
inserts, didn’t take the closing dates 
seriously. 

“Write us a letter suggesting how 
we can make sure our advertisers 
will take note of our closing dates, 
both existing and new (closing dates 
were advanced one week beginning 
January 1956), and, more important- 
ly, how we can get their cooperation 
in meeting these dates,” Mr. Jones 
asked the production managers. 


> Out of 400 requests, House & Home 
received 81 replies (about 20%). Ap- 
parently, an informal red-typed foot- 
note atop the Jones’ letter by H&H’s 
harried production manager Larry 
Mester and an all-around green bor- 
der saying, “For Production Man- 
agers Only,” took the letter out of the 
just - another - one - of - those - things 
category. 

Mester’s note said, “This is the first 
competition for production managers 
that I can remember, so I hope you 
will take a crack at it. It might start 
a trend ... and Id like a chance at 
$100 myself.” 


What did House & Home learn and 
use from the entries? 

It plans to use some suggestions 
in its closing-date notifications. 
House & Home is preparing a two- 
fold postcard which will be sent to 
the production managers on accounts 
scheduled for each upcoming issue. 
The post cards will include a routing 
grid so production managers can 
then forward it to the account execu- 
tive, media director and anyone else 
he knows is concerned with the ad’s 
preparation. 


>The post card will, of course, give 
closing dates for the issue, and will 


nm 
: 


The Winner 


Donald E. Kammann 
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include one of the advantages of get- 
ting plates in on time on each card. 
A small cartoon will probably ac- 
company the advantage (the winning 
entry, by Donald E. Kammann of 
Kammann-Mahan Inc. of Cincinnati, 
listed all advantages). 

The two-fold design of the card 
enables the production manager to 
keep half of it as a reminder to him- 
self, and send the other half along 
to the other people concerned. The 
notice will go out about a month be- 
fore actual closing dates. 

Most entries extended to two and 
three pages of suggestions. Some 
proposed one or two of the sugges- 
tions finally adopted. The entrants 
who covered all, or nearly all of 
them, were the winners—Mr. Kam- 
mann, W. J. Henry, Lavidge & Davis, 
Knoxville, M. W. Warnke, McCann- 
Erickson, Cleveland, and W. M. Ful- 
ton, Brady Co., Appleton, Wis. 


> Their four points: 


e Any solution must consider all the 
men responsible for ad preparation— 
account exec, media director, adver- 
tiser, production manager. Copy- 
writers and artists come under the 
direction of these men. 

e Notice of closing dates should go 
to all these men, such as a post card 
signal system with easily read closing 
dates. 

e The notice should list the advan- 
tages of meeting closing dates. 

e The notice should state that all 
plates are “due in production,” not 
just due at the publication—and with 
a smile! One of this notification’s big 
advantages is that it puts the onus 
of prodding the account men on the 
magazine, not the production man- 
ager. 

Most common suggestion received 
was a system of rebates for adver- 
tisers whose plates arrived ahead of 
closing dates, or penalty payments 
for late arrivals. Rebates or penalties 
would cost advertiser or magazine 
accounts or money, and these sugges- 
tions met a cool reception at House 
& Home. Mr. Jones’ covering letter 
to the production managers said, 
“Either way we'd lose—either ac- 
counts or money—and in our preju- 
diced view, that wouldn’t be a very 
happy solution to our problem.” 


>The H&H production manager 
cheered every time another sugges- 
tion cropped up—stick to closing 
dates, and make NO exceptions, but 
he argued, “It certainly makes sense. 
Actually, we are now as fixed in our 
schedules as we can possibly be, and 
in several instances this year (1955) 
have lost business as a result of it. 
But, in effect, the suggestion for a 
fixed closing date is now in practice 
and is helping to ease our problem.” 
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Advantages of Meeting Advertising Deadlines 


(This valuable checklist for admen interested in the deadline 
problem was attached to his entry by winner Donald E. Kammann. ) 


For Production Managers 


_— 
KOWODN DN PWN 


Avoids the possibility of missing an insertion. 

Helps in obtaining the most favorable positioning of the ad in make-up. 
Allows time for the proper handling of plates. 

Contributes to the best possible make-ready and reproduction. 
Contributes to accurate indexing. 

Allows time to return proofs for final checking. 

Saves time, expense, and effort of special follow-up—at both ends of the line. 
Saves the cost of extra rush transportation. 

Reflects favorably on the agency’s professional standing. 

Reflects creditably on the production manager's operation. 

Contributes to a smooth, happy client-agency relationship. 


For Account Executives 


CODNINMKH PWN 


Avoids the possibility of missing an insertion. 

Helps in obtaining the most favorable positioning of the ad in make-up. 
Allows time for the proper handling of plates. 

Contributes to the best possible make-ready and reproduction. 

Contributes to accurate indexing. 

Allows time to return proofs for final checking. 

Saves time, expense, and effort of special follow-up—at both ends of the line. 
Saves the cost of extra rush transportation. 

Reflects favorably on the agency's professional standing. 

Reflects creditably on the account executive's operation. 

Contributes to a smooth, happy client-agency relationship. 

Eliminates the chance of missing tie-in field activities. 

Eliminates the chance of missing tie-in editorial support. 

Eliminates the chance of missing an issue of special interest or importance to the 
advertiser's business. 


For Media Buyers 


ONMHHS YON o 


Avoids the possibility of missing an insertion. 

Helps in obtaining the most favorable positioning of the ad in make-up. 
Allows time for the proper handling of plates. 

Contributes to the best possible make-ready and reproduction. 

Contributes to accurate indexing. 

Allows time to return proofs for final checking. 

Saves time, expense, and effort of special follow-up—at both ends of the line. 
Saves the cost of extra rush transportation. 

Reflects favorably on the agency's professional standing. 

Reflects creditably on the media buyer's operation. 

Contributes to a smooth, happy client-agency relationship. 

Eliminates the chance of missing tie-in field activities. 

Eliminates the chance of missing tie-in editorial support. 

Eliminates the chance of missing an issue of special interest or importance to the 
advertiser's business. 


For The Advertiser 


eaeneerrep> 


Avoids the possibility of missing an insertion. 

Helps in obtaining the most favorable positioning of the ad in make-up. 
Allows time for the proper handling of plates. 

Contributes to the best possible make-ready and reproduction. 

Contributes to accurate indexing. 

Allows time to return proofs for final checking. 

Saves time, expense, and effort of special follow-up—at both ends of the line. 
Saves the cost of extra rush transportation. 

Reflects favorably on the advertiser's operation. 

Eliminates the chance of missing tie-in field activities. 

Eliminates the chance of missing tie-in editorial support. 

Eliminates the chance of missing an issue of special interest or importance to the 
advertiser's business. 





A Better Printed 


Bulletin Makes a 
Better Impression 


Bulletin Kit 


3M 


KIT CONTAINS: 


@ Pages of useful cartoons and drawings 


@ Samples, with production memos, for 
sales bulletins, 2-color price list, and 
form letters 


@ Dozens of suggested format ideas 


Build a better @ Instructions on using mechanical and 


photographic negatives for superior 
results 


@ Instructions on using money-saving 3M 
Brand Photo Offset Plates 


ness bulletin 


\s 


Put Life into your company printed bulletins FREE 
with the complete 3M Better Bulletin Kit 


Make a better impression! Many rewarding ideas 
for upgrading your printed materials are yours 
FREE with the 3M Better Bulletin Kit. 

With this free kit and 3M Brand Photo Off- 
set Plates, you not only can considerably im- 

rove the quality of your office communications, 
te you actually save time and money. 

With 3M Plates, you need no additional 
equipment. In fact, you need only 24 of the usual 
floor space . . . and you can eliminate much 
expensive, space-consuming equipment, many 


chemicals. Because 3M Plates are pre-sensitized, 
they can go from package to press in minutes. 

But, most important of all, 3M Brand Plates’ 
super-smooth grainless surface assures you of 
flawless reproduction—the sharp highlights, 
smooth solids and fine tonal gradations that 
say ‘foremost quality.” 

Make a better impression and save money. 
If you are directly concerned with your com- 
pany’s printed office communications, mail the 
coupon below TODAY. 


Remember, for complicated single and multi-color lithographic jobs ... look to your local lithographer. 


BRAND 


A Better Bulletin.” 
We have a 
Name_ 


wma, Address 


. for more details circle 824, page 113 


World’s Largest-Selling Pre-Sensitized All-Aluminum Photo Offset Plates. 
Please send me, without cost or obligation, your complete kit on ‘“‘How To Build 


i "3M" is a registered trademark of Minnesota Mining and Manufacturing Co., St. Paul 6, Minnesota. 
r General Export: 99 Park Avenue, New York 16, N. Y. In Canada: London, Ontario. 
SOHOSSSSSSSSHSHSSHSSSSSHSSHSSSSSSHSHSSSSSHSSSHSSSSHSHSHSSHSHSSHSHSHSEEHSESSEHEHEHEESEEEEEEEEE 


eceeeeeeeeee FOR BETTER BULLETINS... MAIL THIS COUPON TODAY ecccccccceces 
MINNESOTA MINING AND MANUFACTURING Co., Dept. HO-26S, ST. PAUL 6, MINN. 


3M Photo Offset Plates 


Press. Position 
Company- 


a City. State 
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600 W VAN BUREN ST~+ CHICAGO 7 
TELEPHONE STATE 2-5367 


for more details circle 785, page 113 


THIS 


fea Powerhouws C 


IS YOURS FOR 
THE ASKING! 


GLAMOUR | 


to your 7 as) PTL os 


It’s the quick, 
easy way to come 
up with LIVE-WIRE 
IDEAS that pay off BIG! 


HOLLYWOOD 
BANNERS 


116 East 32nd Street, New York 16, N. Y. 
Telephone: ORegon 9-4790 
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Scrolls for Entrants . . . Contestants re- 
ceived scrolls praising their efforts 


Suppose we look at the comments 
and suggestions of some production 
managers (each received a 13%x 
2214” scroll for “Giving precious 
minutes to propose magnanimously 
a positive method for the solution of 
the problem malignant — getting 
plates to magazines by closing date”’). 
e Mr. Kammann: “Any attempt at 
solving this problem must have one 
basic premise: that the magazine will 
respect its own closing dates. If the 
publications fail to respect their own 
closing dates, then the advertisers 
and the agencies will most certainly 
show them the same lack of respect. 
The first step toward solution is for 
the publication to decide that its 
sales representatives will stop selling 
space in issues already closed or so 
near closing that a long extension 
will be necessary.” 

He then went into five pages of 
suggestions, notification of new clos- 
ing dates, advantages of meeting 
closing dates, postcard signal system 
—to all four members of the ad prep- 
aration and production team—closing 
with advantages of providing ad ma- 
terial on or before closing date (see 
chart, page 34). 

e Mr. Henry: “The production man 
receives one (closing date remind- 
ers) and pins it to the wall or in some 
way tries to remember the noted 
closing date. Many times I have 
wished for multiple copies of a pub- 
lication’s deadline notice so that a 
copy might be forwarded to every- 
one concerned with getting out the 
necessary material in due time.” 

e Mr. Warnke: “One form of letter 
distributed to account men has, in my 


experience, been somewhat effective. 
The idea is to emphasize overtime 
charges as cutting deeply into a 
client’s budget. The only way to 
avoid this loss of effective dollars is 
to get material in the production de- 
partment on time. Still another idea I 
have fostered but have not as yet 
been able to sell management is to 
use, on inter-office memos, not clos- 
ing dates but ‘due in production’ 
dates, keeping closing dates as vital 
traffic and production information.” 
e Mr. Fulton: “Being a little late in 
the mail or on the stands does not 
necessarily interest the average agen- 
cy man. But I can’t think of anything 
that will move an account group to 
action quicker than the thought of 
poor reproduction or position, coupled 
with the knowledge that the printer 
has a good argument to present 
them.” 

Others made equally interesting 
observations. Perhaps some might be 
ones you can use in your particular 
sphere. For instance: 

e William N. Scheer of William N. 
Scheer, Newark, N. J.: “I might 
also suggest that your address on 
this type of promotional material 
would be very helpful. The original 
envelope was thrown away and your 
address does not appear in any of this 
material. Not being listed in Standard 
Rate & Data Consumer Publications, 
I would not have known your address 
had you not been located in New 
York City.” 

e Arthur Muller of Sidney Clayton 
& Associates, Chicago: “A production 
manager has so many publication 
deadlines to make! Perhaps the en- 
closed (a planning chart with squares 
for each day in the year), or a ver- 
sion adapted to the individual pro- 
duction manager’s needs, would be 
helpful. An individual can set up all 
the deadlines for all the publications 
for the entire year, and then delete 
or add as the months go by, depend- 
ing upon revisions of the original 
publication program.” 

e William F. Zerweck, v.p. produc- 
tion, Norman, Craig & Kummel, New 
York: “I believe your problem is a 
simple one. It has been successfully 
licked by only one publication in the 
country. That publication happens to 
be Post Exchange. No extensions 
whatsoever are available. All pro- 
duction managers know it. There 
seems to be no problem in meeting 
Post Exchange’s inflexible closing 
date (15th of month preceding for 
copy and layout for publication-set 
work, 18th of the month preceding 
for complete plates).” 

e L. C. Kaufman, Richard Lewis, 
New York: “One of the reasons why 
many advertisers and agencies don’t 
take closing dates seriously is that 
the publications always stand so 





ready to adjust them. How many 
production managers have told the 
client that the magazine is closed and 
that they can’t get the ad in only 
to have the client say, ‘Give me the 
phone, I’ll show you how to do it.’ 
And they do.” 

e Francis Green, production man- 
ager, Dubin & Feldman Inc., Pitts- 
burgh: “They set a deadline and all 
advertisers have it marked on their 
schedules and calendars. When the 
deadline nears, the advertiser or 
agency calls the publication for an 
extension and they get it 95% of the 
time. In some cases the client calls 
and gets a longer extension; then 
the agency or the engraver calls and 
gets even a longer extension from the 
publication’s production department. 
Designate the authority to the pro- 
duction manager only and not the 
salesmen, press room, etc.” 

e Theodore R. Gymer, production 
manager, Bayless-Kerr Co., Cleve- 
land: “You people—in fact all publi- 
cation people—are basically the ras- 
cals who encourage late copy. The 
fact that a letter, wire or phone call 
can always get an extension means 
that your closing date each month is 
fictitious. You cannot deny this fact, 
so do one of two things, namely: 

1. Don’t establish a closing date. 

2. Make your closing date stick as 
the closing date. 

“In the case of House & Home this 
date is the first of second preceding 
month to date of issue. The first of 
the month is your closing date, and 
any copy received after is not to 
appear in that given issue.” 

Another thought which cropped up 
less frequently was this by Jerry 
McAlevey, production manager, An- 
derson & Cairns, New York: “Every 
production manager can tell you of 
incident after incident where a pub- 
lication space salesman, trying to be 
nice to an advertiser, has made him 
look like a monkey. The production 
manager has requested an extension 
and has been refused. 

“The advertiser asks the space 
salesman for an extension, and the 
salesman says, ‘Sure, take a week, 
take two weeks, take all the time you 
need, what’s the rush?’ Extensions 
should be given to the production 
managers of the advertising agencies 
only.” 


>Several suggestions 
fake deadlines. 

John W. Tschudin Jr., production 
manager, Penn Crete Products Co., 
Philadelphia: “Assume an item must 
be completed by August 31. To com- 
plete it with a minimum of fuss, 
bother and annoyance, you estimate 
that it all should be finished by Au- 
gust 24. You set the deadline at Au- 
gust 17. Result: Some items are in 


touched on 


by August 17; the great majority are 
in by August 24. Then, there are only 
a few items which need to be com- 
pleted during the period immediate- 
ly preceding the real (but not an- 
nounced) deadline.” 

Reminders took many forms—cal- 
endars, calendar stickers, telephone 
calls, telegrams, multiple cards. One 
suggestion, a Christmas present, in 
the form of a desk calendar that 
warns the production manager of a 
deadline two days ahead when he 
tears off a date sheet, took a pro- 
salesman approach. 

A. B. Keown, production manager, 
Midland Plastic Molding Co., San- 
dusky, O.: “Last and most important 
of all, place the responsibility where 
it belongs, directly with the sales- 
man.” 


>On the calendar suggestion itself 
Al Schoenfield, production manager, 
Stiller-Rouse, Beverly Hills, said, 
“My feeling about your closing dates 
card which I have kept at my desk 
is that it is too big and unwieldly for 
good use. This reminder, to my way 
of thinking, should not be a piece of 
paper which would just add to the 
many others that flow across his (the 
production manager’s) desk every 
day. I would suggest your buying a 
personalized calendar pad or an ap- 


pointment book. On the correct dated 
page you can imprint the closing 
date for space reservations and clos- 
ing dates for copy and plates.” 

Roy Kosinski, Calkins & Holden, 
Chicago, said, “None of our clients 
advertise in House & Home. I’m sure 
many of the advertisers that use your 
book also use Progressive Architec- 
ture, Architectural Record, etc. In 
my office, the books with the earliest 
closing date require the most exten- 
sion. Since you close before your 
top competitors, you are expected to 
give the longest extension. Why not 
close after your competition?” 


> Another, Mark Gilbert, ad direc- 
tor, Woodco Corp., North Bergen, 
N. J., suggests, “A shock treatment 
. on actually reserved space. Send 
wires, collect, reminding the client 
of approaching deadline.” A. E. Kru- 
tilek, Addington-Krutilek, Dallas, is 
of the opinion that production man- 
agers get plenty of cussing and darn 
little praise by offering, “How about 
scratching them on the back for a 
change and see what will happen?” 
One, Lee M. Smith, production 
manager, Willard G. Gregory & Co., 
Los Angeles, gave up completely, 
withdrawing his entry, saying, “I can 
offer you no working solution to 
your dilemma. I wish I could!” 44 
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pulling publications, 
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Admen looking for sign ideas can find almost every 


possibility along a single:street in Manhattan. In a special 
reference article AR reviews Broadway's famous signs. 


yeOAL 


... a catalog of sign ideas 


By Ted Sanchagrin 
AR Eastern Editor 


Admen looking for unusual sign 
ideas can find along a single street 
in Manhattan just about every pos- 
sibility ready for their inspection. 

Whether you call it Times Square 
or The Great White Way, it is 
“Broadway —A ‘Catalog’ of Sign 
Ideas.” 

The competition for ad space is ter- 
rific on the most competitive street 
in the world. Space rentals come high 
(from $1500 to $20,000 a month, de- 
pending on size, location and intric- 
acy). But no other medium claims 
Broadway's high circulation, pub- 
licity value and presumably low- 
cost-per-thousand. 

If you haven’t taken Times Square 
in lately, say within the past year, 
it’s blazing as it has never blazed 
before. It’s almost a solid amphithea- 
tre of spectaculars. 


>On Broadway Douglas Leigh is 
still called “King of Spectaculars,” 
“Boy Wonder” and “Boy Sign King” 
(he’s 45). And Jacob Starr is still, 
less flamboyantly but just as effec- 
tively, “Lamplighter of Broadway” 
(he pioneered theater marquees, and 
has a number of major signs on 
Broadway, some exclusive, some 
built for Leigh). 

Which one has more choice loca- 
tions sewed up for advertisers is not 
the point on a street where each lo- 
cation is choice. If and when they 
secure options on space and you have 


Signs & Identification Materials 


the inclination to go bigtime the line 
oftentimes forms on the right. And it 
forms again when the lease runs out. 

Suppose we take some Broadway 
spectaculars. Who’s on Broadway? 
And how? What do they have? Who 
supplies them? Out of it you might 
get an idea or two for your own sign 
program. 

First, it might be pointed out that 
some of these sign ideas made prac- 
tical by such men as Leigh designer 
Fred Kerwer began as flights of 
fancy just as wacky as the perennial 
idea of an unnamed slighted genius 
who still thinks his window shade, 
emblazoned with ad copy and art, 
can be pulled down the side of a 20- 
story office building after the clerical 
workers have gone home. 


>Grand Union . . . Most ingenious 
of spectaculars is the Grand Union 
animated cartoon. This Epok device 
consists mainly of film projected on a 
bank of cells that activate bulbs. It 
consists of mercury tubes, photo- 
electric cells and electric light bulbs. 
The action figures are silhouettes 
formed from the bulbs that are dark. 

Film of any desired length is pro- 
jected onto a bank of 4,104 photo- 
electric cells, which activate 4,104 
light bulbs that form the screen of 
the sign itself. The Epok cartoons 
have been stopping crowds of rub- 
berneckers since 1937, starting with 
cartoon advertising for the movie 
starring Irene Dunne, “High, Wide 
and Handsome.” 







































One dream for Epok is to adapt it 
to color. It’s now black-and-white. 
Leigh acquired American rights to 
Austrian Kurt Rosenberg’s crude 
Epok device some years ago for 17 
years, and Kerwer put it on a prac- 
tical basis. 


> Pepsi-Cola . . . The world’s third 
largest electric sign, but perhaps the 
most spectacular, the Pepsi giant 
went up last year (see April AR, “A 
Waterfall for Pepsi-Cola”). Kerwer 
designed the spectacular, and Starr’s 
Artkraft-Strauss Sign Corp. built 
and installed it. 

It consists of two 50’ high Pepsi 
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WATERLESS 
DECAL SIGN .... 


b 
” AAMERICAN 


DECAL 


ob 
PON baa REPOR 


oer Tamia et 
Love Them! 


PERMANENT TYPE ADHESION 
FOR VALUABLE YET FREE AD 
SPACE ON DEALERS... 


doors 
windows 
vehicles 
cabinets 
fixtures 
mirrors 


backbars 


& many 
others 


At last! A ‘‘pressure sensitive’ decal sign that 


REMOVE 
BACKING 
PAPER 


PRESS 
ON TO 
SURFACE 


is applied in seconds without water — yet 
adheres with the same permanence and dur- 
ability of a stondard type decal sign... 
advertisers first trying PRESTO-CALS report, 
“Our salesmen love them!" 

Extra heavy duty for outside weather and 
wear .. . does not interfere with window 
washing! After setting (approx. 24 hrs.), the 
PRESTO-CAL can not be easily removed by 
children, storekeepers or competitive salesmen 


as ordinary paper ‘‘pressure sensitives”’ 


@eanaenw @ 7 & * Ste 


Write for Pree SAMPLES 
AND LITERATURE 
ON YOUR LETTERHEAD, PLEASE. 


AAmerican Wecalcomania fo. 
4344 W. Sth Ave., Dept. M, Chicago 24, Ill 


ee ee ee 


Soles offices in all principal cities 
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bottles above the Bond Building at 
the corners of 44th and 45th Sts., 
with a 135’ long 28’ high waterfall be- 
tween them, capped by a 50’ high 
bottle crown and underlined with a 
135’ strip of lettering, “The Light 
Refreshment.” 

The sign has 25,800 light bulbs and 
12,404’ of neon tubing. There are 15,- 
000 in the Pepsi crown, 10,000 in 
each bottle pedestal, 800 bulbs in 
footlights, 11,000’ of tubing in the 
base striping, 540° of tubing in the 
stainless steel lettering, 864’ of tub- 
ing in the 48x30’ bottle niches. Each 
niche has nine wavering tube lines, 
each with 16 bubbles simulating 
Pepsi’s effervescence. 

The pedestal bottles are of gal- 
vanized steel and porcelainized 
enamel. The waterfall pours over at 
the rate of 10,000 gallons of water 
every 12 seconds. In the winter, 
3,000 gallons of anti-freeze are add- 
ed. The water flows over an expanse 
of galvanized steel 135’ long and 28’ 
high down an 80-degree slope, aided 
by 24 pumps with vertical risers. The 
bottle cap above the falls is attached 
to a 50-ton galvanized metal frame 
of angles and beams 75’ high behind 
the cascade. 

Since the listed cost of building 
this sign is $250,000 and $20,000 
monthly is the highest-quoted rental 
figure of any sign on Broadway, that 
rental is believed to be paid by Pepsi 
since it has the most expensive and 
intricate spectacular. However, this 
is purely a guess, in an area of exag- 
gerations and understatements. 


>Canadian Club... At the north 
end of Duffy Square between Broad- 
way and Seventh Ave. is the Cana- 
dian Club spectacular. Underneath 
it is the Admiral TV sign. 

The whisky spectacular is located 
atop one of the tallest sign structures 
in New York. Its dimensions are 
48x62’. The upper-case letters of 
“Canadian Club” measure 22’6”, 
lower-case 12’. “Imported Whisky” 
measures 6’. 

The background has 3,000’ of vit- 
reous porcelain enamel steel. In the 
sign are approximately 25,000 lamps, 
two miles of neon tubing, over 100 
miles of wiring (over a half million 
feet, our statistician says). 


At least a mile of gold fluorescent 
tubing forms a vertical grid back- 
ground. This grid is divided into 108 
individual rectangular boxes, each 
one individually activated to wipe on 
or off, from left to right, right to left, 
alternating horizontal rows in one 
direction, or horizontal rows in op- 
posite directions. 

If all the elements of the sign were 
lighted simultaneously, it would 
draw over 750,000 watts, deliver over 
2,500,000 candlepower. This one is 
by Artkraft-Strauss direct. 


>The Dunes .. . The Dunes in Las 
Vegas became the first hotel in the 
Nevada resort city to advertise on 
Broadway with the completion last 
July of the spectacular at Broadway 
and 50th St. 

It features a huge rotating 
wheel of lights and neon tubing, 
which points up the various attrac- 
tions of the hotel. Crowning the 
spectacular is a harem girl riding a 
magic carpet fashioned from intri- 
cate multi-color neon tubing. 

The wheel pointer runs on elec- 
trical impulses, and has created a 
guessing game on Broadway, and 
side bets, concerning where the 
pointer will stop. The sign measures 
30x70’. It calls Las Vegas hotel a 
miracle in the desert, “You are Al- 
ways Ahead in... Food... Fun... 
Thrills.” 

This is another Artkraft-Strauss 
spectacular exclusive. 


>Kleenex ... Little Lulu in the 
Kleenex sign blinks her eyes and 
pulls out tissues, hard by the Camel 
cigarette sign. The tissue sign is 80’ 
high, 100’ long on Broadway and 80’ 
long on the northeast corner of 43rd 
St. The tissue flap has over 1,000 
lamps. Lulu consists of varied color 
tubing. 

“Kleenex” is 16’ high, with seven 
rows of lamps, eight rows of two- 
color neon tubing, which flash in 12- 
second sequences. The whole sign 
has three miles of neon tubing, 40,000 
lamps, 250,000° of wiring. 

The tissue package consists of 
closely-spaced rows of tubing, and a 
painted bulletin underneath usually 
has copy and changes coinciding with 
the Kleenex advertising campaign. 

This sign, like others, refutes the 
impression built with some high- 
powered publicity that Leigh is the 





only name on Times Square spec- 
taculars. Kleenex and a goodly num- 
ber of other Broadway signs are Art- 
kraft-Strauss exclusives, both in 
rental and production. 

While GOA has some few huge 
painted bulletin spaces, AR could find 
no other companies supplying Broad- 
way spectaculars other than Leigh 
and Artkraft (the latter also supplies 
most theater marquees). In some 
cases Artkraft is a subcontractor to 
Leigh, just as individual component 
firms are, such as E. G. Clarke Inc. 
(electrical wiring), Progressive Sign 
Supply Co., Sherwin-Williams, and 
Emco Porcelain Enamel Co. 


> Budweiser Beer ... The Bud sign 
at 49th St. and Broadway has 15,000 
lamps and 11% miles of neon tubing. 
It has an eagle in flight, and eight 
Clydesdale horses. Total wiring in 
the spectacular, they say, would 
stretch from New York to Boston, 
over 230 miles. 

The “A” superimposed on the eagle 
is an intricate replica reproduction 
of the Anheuser-Busch trademark. 
The eagle wingspread is 65’, and is 
a faithful reproduction of actual 
flight movement. 

When this sign was built it marked 
the first time such realism had been 
achieved in neon lighting. To accom- 
plish this, films of an eagle in flight 
were studied. Six basic motions of 
the wings were involved. Actually, 
the finished product consists of six 
complete neon eagles superimposed 
on each other and lighted in sequence 
for the illusion of flight. 

The eight horses are reproduc- 
tions of the famous Clydesdales. They 
are, however, nine times lifesize. To 
achieve animation, as with the eagle, 
instead of eight horses there are 48, 
all fashioned out of neon tubing. The 
Bud sign is by Artkraft-Strauss as 
producer and agent. 
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> Admiral ... The Admiral sign, un- 
derneath Canadian Club, looks sim- 
ple, 50x50’. But there’s a lot to it. 
The capital “A” of “Admiral” is 16’ 
high, with 11’ lower-case letters. The 
background has 2,500 square feet of 
blue porcelain on a sheet-steel cov- 
ering, vitreous gloss. 

There are 10,000 lamps in the sign, 


one and a half miles of neon-tubing, 
300 miles of wiring, 1,500 separate 
circuits. The faces of the letters are 
red, yellow, blue, with horizontal 
tubing for “Admiral.” Again, a sta- 
tistic: If the whole sign were lit at 
once it would have 350,000 watts with 
some 1,250,000 candlepower. It, too, 
is an Artkraft job. 

Admiral, which has sponsored 
Bishop Fulton J. Sheen on “Life is 
Worth Living” (ABC-TV), for the 
past four years, also uses the spec- 
tacular to call attention to the radio 
version introduced this year. A 
Trans-Lux traveling sign with 4’ let- 
ters carries various messages about 
the program. The sign carries bulle- 
tins listing the times and topics of the 
Bishop’s talks. 


>Camels .. . Perhaps the most fa- 
mous spectacular in the world with 
a minimum of lighting is the Camel 
cigaret smoker who blows 8’ smoke 
rings through a 28” mouth every four 
seconds. 

Conceived by Leigh in World War 
II’s blackout days, it was his answer 
to wartime restrictions. In wartime 
the Camel man was in uniform, when 
the sign got its biggest play psycho- 
logically. 

He gets his costume changed three 
times a year, when he is repainted. 
He is hatless in the summer, wears 
hat and overcoat in the winter. Once 
he wore a Homburg, in a seasonal 
change brought about by the recre- 
ated popularity of that chapeau by 
President Eisenhower. 

The smoke ring principle is based 
on that old parlor trick of blowing 
smoke rings by filling a cellophane 
cigaret wrapper with smoke, punch- 
ing a hole in one side, and tapping 
the other side gently. 

What the actual mechanism is like, 
the designers, producers and mainte- 
nance men won't say, but basically 
it’s a takeoff of the parlor trick prin- 
ciple. Such mechanical mystery and 
wizardry add to the magic of Bagh- 
dad-on-the-subway press agentry. 

Ordinarily the Broadway Camel 
wouldn’t be classified as a spectacu- 
lar, which is generally considered to 
be an oversized advertising display 
of 1,000 square feet or more with 
lamps or neon in unusual anima- 
tions. This Camel spectacular vio- 
lates that description, but you can't 
argue that it isn’t spectacular. 


> Scripto-WCBS-TV ... One of the 
latest Broadway spectaculars is this 
combination sign at Duffy Square. 
The seven-story-high electric dis- 
play runs around the southeast cor- 
ner of Broadway and 46th St., in the 
narrowest part of X-shaped Times 
Square. 


This spectacular features a two- 
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> PENNANTS 


For long or short term use. In drill-cloth, paper, 
polyethylene, or plastic-impregnated cloth. 
Printed or plain. Variety of colors. Any length 
desired. Ready to hang. 


> LETTER-BANNERS 


BIIIRITIHIDIAY MSIAILIE 


We spell out your message with big 13” x 19” 
sturdy cloth letters, sew on sisal ropes and ship 
ready to put up. White letters on red or blue 
background; or red Day-glo letters on blue 
background. 


> WINDOW 
DISPLAY 
LETTERS 


Heavy paper cutout letters and numerals faced 
with fluorescent. For windows. Sizes: 9” (5 col- 


ors) and 20” (red only). In any assortment or 
96-character set. 


> CUSTOM-MADE DISPLAYS 


WAREHOUSE 


From your rough sketch, we will develop and 
produce practically any outdoor display in 
paper, cloth or plastic. Quick, accurate setup 
for collating, mailing or drop-shipping to one 
point or 20,000. 


> FREE CATALOG 


Full details on these and other outdoor display 
items made by Pratt will be found in the new 
Pratt catalog. For your copy, mark the card 
in this magazine, or write... 


The Pratt Poster Co. 


3 PRINTCRAFT BLOG CLL te eee 
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BY ROBERTSON 


Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel process—plain or reflectorized 
* Steel or aluminum 
* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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Point of Purchase Signs 


Firmly constructed of 26 gauge 
steel. Ventilated. Smart, and 
simply styled. Popular sizes. 


For Plastic Get details and our low prices. 
SIGNS YARDER MFG. CO. 
725 Phillips Ave.. Toledo 12, Ohic 
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VITRALUME SIGNs 

in Lifetime Pc i Beccles 
Advertise Identif 

any Size ...Shape.. 


PORCELAIN ENAMEL FINISHERS 
3221 W 30th St. * Chicago y 


Sis 
ela 


. Colors 


. for more details circle 830, page 113 


CEIL-STICK 


story-high revolving display of pens 
and pencils at its pinnacle, along 
with a running electric sign spelling 
out the attractions of CBS-TV local 
shows. 


Both animated, brilliantly lighted 
signs have a 42’ front on Broadway, 
a 28’ front on 46th St., and each sign 
is 16’ high, with a black band sep- 
arating them. 

The Scripto spectacular above the 
tv sign carries the company name in 
4,000 red and white bulbs on both 
faces of the sign. Huge red neon let- 
ters point out that the company’s 
products are “Designed for Perfec- 
tion” and “Mass Produced for Low 
Price . . . 29¢ to $1.69.” 


>A vertically-moving arrow in the 
red-and-white theme points up the 
big attractions of the spectacular, a 
towering replica of the counter mer- 
chandiser Scripto uses to sell its 
products throughout the country. 
This is set two stories high atop the 
building. The six-sided tower con- 
taining banks of pens and pencils re- 
volves at three revolutions per min- 
ute, powered by a %-hp. electric 
motor with a 600:1 gear ratio. The 
revolving tower works on the same 
principle as a fairground carousel. 

The WCBS-TV sign carries the in- 
scription, “Channel Two... ” along 
its 46th St. side, “. . . For the Best 
in View” with a huge numeral “2” 
on the Broadway front. 

Lettering and numeral are in 
glowing red plastic. The running por- 
tion spells out WCBS-TV’s shows in 
6’ high electric letters. These letters 
are spelled out on a bank of 2,000 
white bulbs activated in the control 
room on the second floor of the build- 
ing carrying the sign. 


> Johnnie Walker . . . The Johnnie 
Walker replica at 48th St. and 
Broadway literally walks. Mr. Walk- 
er is 25’ tall, and the articulated 
motion of the legs approximates the 
actual joint action of a human being. 


PARA-STICK TWIN-STICK 


IT’S A FACT eeeese 


. that PARA-STICK is ideal for adhering displays because of 
its labor-saving features such as the holland cloth being printed 
with instructions and slit for easy removal. 


DURABLE manufactures a complete line of adhesive coated products 


for hanging displays. Write to... 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. 
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GREAT Scor 
born 1820... 
still going strong! 
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completes a stride every two seconds, 
600’ a minute, 36,000’ an hour. 

Canada Dry’s wine and spirits de- 
partment commissioned Artkraft- 
Strauss to do the sign, and the pro- 
ducer had to study up on human 
anatomy for six months, to be able 
to make an animated sign showing 
Johnnie Walker walking. 

Knee and hip joint motions were 
analyzed, working with puppet mod- 
els to capture the steps of the figure 
with gears, pulleys and counter- 
weights. The spectacular itself is 70’ 
long, 40’ high. The striding figure re- 
portedly marked the first attempt at 
realism in human motion in a spec- 
tacular of this size. 


> Atlantic City ... The Atlantic City 
spectacular at 47th St. and Seventh 
Ave. is eight stories high, and fea- 
tures a three-dimensional replica of 
the resort’s skyline at different hours 
of the day from sunrise to sunset, 
and nighttime. 

At the base of the spectacular is a 
Trans-Lux motorgraph which car- 
ries running commentaries on the 
latest events and temperature re- 
ports in the seashore resort. It also 
gives the time. The news reports 
emanate from a central news office 
in Atlantic City. 

This spectacular is also by Art- 
kraft-Strauss directly. 


> Coca-Cola . .. The Coke spectacu- 
lar at Columbus Circle and 59th St. 
gives tomorrow’s weather by spell- 
ing it out in words and pictorial dia- 
grams, Warm, Warmer, Cold, Cold- 
er, Cloudy, Fair, Rain and Snow are 
accompanied by beams that shine, 
clouds that rain, icicles and a ther- 
mometer. 

Maintenance men of Douglas Leigh 
set the sign by dial code nightly. 
Coca-Cola is often in the news when 





the weather is news, through photos 
of the thermometer on the hottest or 
coldest days of the year. The sign 
points out, “Thirst Knows No Sea- 
son.” 


> Mutual Life .. . The weather star 
of the Mutual Life Insurance Co. of 
New York celebrated its fifth birth- 
day this past summer. The illumi- 
nated star, a tenth of a mile over 
Broadway at 55th St., is atop the 25- 
story Mutual of New York building. 

By changing color, it signals offi- 
cial Weather Bureau forecasts for 
the metropolitan area. A green signal 
means clear weather ahead. Orange 
forecasts cloudy weather. Flashing 
orange means rain is expected. 
F‘!ashing white warns of snow. 

The 150’ steel tower beneath the 
star is illuminated and signals tem- 
perature trends. If the light moves 
up the mast, warmer weather is ex- 
pected. If the lights move down the 
tower, cooler weather is ahead. If the 
lights stay steady, no important 
change in temperature is in pros- 
pect. 

The weather star was erected in 
1950 by Artkraft-Strauss for Douglas 
Leigh when Mutual moved into its 
new Broadway home office. The en- 
tire installation weighs 45 tons, con- 
tains 4,200 light bulbs, 3,500’ of neon 
tubing, 85 high-voltage transformers. 


>TWA... Taking its place on Times 
Square with the rest of the spectacu- 
lars is a scale-model of a Super-G 
Constellation, at the southeast cor- 
ner of 43rd St. This was scheduled 
for mid-December unveiling by Art- 
kraft-Strauss. 

It features a Constellation minia- 
ture 46’ long with a 48’ span, with a 
wing on the Broadway side and the 
suggestion of the other wing on the 
opposite side of a fuselage. The sign 
itself is 75’ high, 100’ long, and has a 
constantly changing diorama of 
scenic views along TWA’s 33,000 
miles of route across the U.S. to 
Europe, Africa, Asia, India and 
Ceylon. 44 


Kaiser Uses Programs 
Made of Aluminum 


To mark the opening of its exhibit 
at Disneyland, Kaiser Aluminum & 
Chemical Corp., Chicago, gave each 
guest an aluminum picture program 
as part of its “all-aluminum” day. 

For help with the items, Kaiser 
turned to the Metalphoto Corp., 
Cleveland, which originally devel- 
oped the technique of printing pic- 
tures in the anodized layer of a pho- 
tosensitive aluminum plate. 

Oakland photographers who print- 
ed the programs reported they found 
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Is the War Over? . . . A 50’ banner brought a rude awakening to the Chicago Yankee 
who thought the Civil War was over when he assigned housing for Atlanta delegates to 
the Shriners’ National Convention. Their accommodations were in Hotel Sherman, 
named for the general who marched the Union Army through Georgia. The Confederates, 
with the help of a Chicago sign shop, renamed the hotel for their favorite general, 
Robert E. Lee. Unfortunately for the South, the sign had to be removed after a short 
time—the North was favored by Greater Chicago Hotel Assn. rules forbidding signs on 
exterior walls. (Photo courtesy Chicago Tribune) 


MI 


the process as simple as producing 
any picture on any photographic 
paper even though they had never 
before heard of the process until the 
Kaiser organization told them 
about it. 


Given to the guests at the start of 
the day, the Metalphoto programs 
were an unusual aluminum touch to 
a completely aluminum day in Dis- 
neyland and provided mementos that 
won’t turn yellow with age. 44 


WATCH THOSE SALES PILE UP 


WITH GOODSTIX TRANSPARENT 
SELF-STICKING DISPLAYS 


SuccessFUL merchandis- 
ers build sales on the retail 
front with GOODSTIX point- 
of-sale signs. Retailers go 
for GOODSTIX because of 
ease of posting, visibility, at- 
tention-value and ease of re- 
moval. Versatile, too—inside 
or outside on walls, mirrors, 
cabinets. See for yourself. 
Write for the GOODSTIX 
sampler which tells all. Also 
ask about GOODSTIX vac- 
uum formed signs for dimen- 
sional effects. 


GOODREN 
PRODUCTS CORPORATION 


263-273 William St., Englewood, N. J. 
Dept. AR2 


New York: Wlisconsin 7-4435 
New Jersey: ENglewood 3-0610 
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WHAT’S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a display or billboard done in 
“Blak-Ray” black light! Indoors or 
outdoors, its super-colorful fluores- 
cence makes shoppers stop—and re- 
member longer. Units come in all sizes, 
from a compact 9-inch width all the 
way to the big weather-proof outdoor 
fixture that brilliantly fluoresces a 10- 
foot-wide area (four of these activate 
a 40-foot billboard). 


Many interesting, revealing facts 
are jammed into new Case History No. 
11R. 


Other Case Histories now available 
are “110R Visual Aids for Sales Meet- 
ings”; “14R Theatrical Effects”; “116R 
Invisible Coding Inks”. 


BLACK LIGHT CORPORATION OF 
AMERICA, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, California. 
Distributors in principal cities. 
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COSTS NO MORE 
TO USE THE BEST! 


Allen-Morrison High- 
Baked “Dulux” Out- 
door Metal Signs Are 
Designed To Sell Long- 
er—Pay Off Longer! 


That's why so many big-name 
advertisers are Allen-Morrison 
customers. They use A-M signs 
for point-of-sale—product 
and dealer identification— 
truck—storefront— highway 
—and other purposes. You 
can get more for your money, 
too. Let Allen-Morrison build 
your signs because you'll get 
better signs to serve you better. 


Your inquiry promptly answered... 
your sign problem soon satisfied ! 


ALLEN-MORRISON 
SIGN CO. INC. 


— Va. 
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Literature Describes New 
System of Panel Wiring 


Literature describing a new, re- 
usable plug -in-type poster panel 
wiring system is being offered to ad- 
men by the Nelson Electric Mfg. Co., 
Tulsa, Okla. 

Developed by Nelson engineers 
working with the Knapp Advertising 
Co. of Tulsa, the new system was 
designed to reduce installation and 
re-wiring costs to a minimum. 

Since all components of the wiring 
system have been approved by Un- 
derwriters’ Laboratories, the new 
system is said to give permanent pro- 
tection without the use of conduit. 

According to the Nelson literature, 
the system is available for use in 
standard installations, spectaculars, 
bulletins and other special applica- 
tions. 


For your copy circle No. 706 on the 
Readers’ Service Card inside back cover 


“Slimline” Gets Top Vote 
For Better Sign Lighting 


After a year of experimentation, 
Foster and Kleiser Co., San Fran- 
cisco, has decided to convert the 
lighting on all its poster panels to 
ultra-modern, fluorescent “slimline” 
fixtures. 

Designed by the Columbia Electric 
& Mfg. Co., Spokane, Wash., the new 
slimline lighting more than doubles 
the illumination for a standard 24- 
sheet poster panel at about half the 
total current consumption of the 


Sliding Door Sign . 


older style incandescent lighting. 
According to the company, dis- 
plays using the new lamp have a 
clean, daylight appearance that 
brings out the clarity of the copy 
and gives an overall crisp neatness. 
44 


OAAA Moves Towards 
Standardized Bulletins 


Reflecting the trend towards the 
use of large pictorial cutouts, Outdoor 
Advertising Assn. of America has 
adopted two new bulletin structures 
as association standards. 

Known as the Deluxe Urban and 
the Standard Highway bulletins, the 
new units, along with the well-known 
Streamliner unit, are expected to 
provide advertisers, agency execu- 
tives and artists and art directors with 
greater standardization and more 
uniformly faithful reproduction of 
original copy. 

Specifications of the three standard 
bulletin units are: 

e Deluxe Urban...copy area, 
10°4”x43'10"; over-all, 16’4”x46'10"; 
18” trim around four sides; projec- 
tion limitations for cutouts, 56” 
above top trim, 2’ beyond end trim, 
26” below bottom trim. 

e Standard Highway .. . copy area, 
10’4”x39’; over-all, 15'6”x41'8”; 16” 
trim on four sides; projection limita- 
tions, 56” above top trim, 2’ beyond 
end trim, 2’6” below bottom trim. 

e Streamliner ... copy area, 
10’4”x44’; over-all, 15’x46’214”, tradi- 
tional trim. 44 


preferred by 
America’s 
foremost 
architects 
and builders 


. . Animated sliding doors give life to this 50’ outdoor painted 


bulletin, with the 3-D seated figure as an added attraction. The top panel shows the 
sliding door in the left-hand position; the lower panel shows the door moved to the 
right. Designed for Arcadia Metal Products (Arcadia, Cal.) by Gould-Smith Associates, 
the giant board was produced by Stiller-Rouse Advertising (Beverly Hills). The giant 
bulletin is located on Los Angeles’ Wilshire Boulevard. 





By P. K. Thomajan 


Today, established products are 
fighting for their markets and pro- 
tecting them from the encroachments 
of all sorts of attractive substitutes. 

Manufacturers, through their in- 
dustry institutes, are finding it more 
and more necessary to reassert and 
re-sell the attributes of their prod- 
ucts to the public, which is too apt 
to forget old favorites for charming 
strangers. 

A sound institutional campaign 
covering an entire industry requires 
the most careful internal and exter- 
nal handling. No single manufactur- 
er’s brand or design can be played 
up, yet the image of the industry’s 
product must reflect creditably on 
all of them. 

The American carpet industry has 
embarked on an institutional cam- 
paign, through the Carpet Institute 
of America, aimed at selling the 
public on the desirability of carpets 
over hard surface floor coverings, 
which are competing for more busi- 
ness in this lucrative field. The com- 
petition offers a product that has 
considerable visual appeal and is less 
expensive. But carpets possess in- 
trinsic qualities of enduring value 


Shadow 
Photography 


How the Carpet Institute of America used 


that more than justify their increased 
cost. 


>The Carpet Institute of America 
recently pooled a promotion budget 
of several million dollars, to tell 
home-loving Americans all the won- 
derful things carpets can do to 
enhance a home. 

Its agency, Morey, Humm & John- 
stone, aware of the fact that an 
unusual visual appeal was vital to 
such a campaign, requested Law- 
rence Gussin, well-known consult- 
ant art director, and various art 
organizations to develop different 
approaches. 

Some interesting concepts were 
created, mostly of standard art types. 
Gussin decided to take a bold chance 
and submit a campaign rendered in 
the avant garde technique of shadow 
photography. 

When the Institute and agency ex- 
ecutives gathered to look over the 
thirty different comprehensives, 
there was an immediate and unani- 
mous verdict in favor of Gussin’s 
shadow campaign. The reason it 
clicked was that it had impact, looked 
different, told a realistic story, played 
up the product, and hit the reader 
head-on. 


a modern photographic technique to 


highlight the strong points of carpeting 


in a field crowded with 


attractive substitutes. 


>This shadow technique has a vital 
sculpturesque quality that lends it- 
self to posing people and products 
with all the clarity of strong con- 
trast; the subject is in full relief; 
one’s eye is immediately directed to 
an idea—the need for carpeting. It is 
an approach that has not become 


Too “Posed” .. . While the leapfrog idea 
was good, photo was rejected because of 
the jumping boy’s artificial pose 


Art & Photography «+ 45 





' 
' 
' 
' 
' 
‘ 
' 
' 
! 
' 
t 
! 
i 
! 
' 
! 
' 
' 
' 
i 
t 
i 


your 
layouts 
and | 
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will 
SELL 


BETTER 
with 


COLOR 
STATS 


@ they're low priced—8x10 . . . $6.00 
they're fast—24 hour service on 
sizes to 20"x45” 
prints or transparencies from any 
color copy. 


color slide films at new low cost. 
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write for complete descriptive 


literature, price list and SAMPLE 


! 
just make sure it’s a 


HROM A STAT 


a a STUDIOS 


540 N. Michigan, Chicago, Ill. 


See us at NAI EXPOSITION 
Morrison Hotel, Chicago * Booth No. 50 & 51 


. for more details circle 849, page 113 
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HOME MEANS MORE ...WITH CARPET ON THE FLOOR 


HOME BEANS HORE = WITH CARPET ON THE FLcoe 


shopworn from over-use. In fact, this 
campaign represents the first time it 
has been used on a major national 
scale. 

Pictures are shot against a white 
background — the light bounces 
against the carpet and causes it to 
acquire a bold relief texture of grad- 
uated grays that draws the viewer 
right into the page. This technique 
has one limitation that also serves as 
an asset, in that no elements can 
overlap, otherwise they have a tend- 
ency to become a jumbled mass. 
However, the shadow technique 
treatment of elements results in giv- 
ing a powerful poster quality to 
images that commands attention on 
sight. 

The principal themes accented in 
the initial ads are warmth, hominess, 
ease of cleaning, economy, and quiet. 
The ads have a friendly familiar hu- 
man interest quality, and the reader 
is made to feel part of the picture— 
and to share the luxurious realiza- 
tion of carpets-in-the-home. Layouts 
avoid designiness and are kept sim- 
ple and direct. The basic copy line 
ties in closely with the over-all visual 
approach—“Home Means More—With 
Carpet On The Floor.” The follow- 
up line is a clincher—“More Quiet, 
More Comfort, More Beauty, More 
Safety, Easier Care.” 


>The initial ad launched the series 
with an immediate click. It was head- 
lined—“Snug As A Bug—On Soft, 
Warm Carpet”—and showed a dia- 
per-clad baby lying on its back on a 
carpet, twiddling its toe with one 
hand and its bottle in the other. This 
was a strobe shot and caught the 
subject at the exact split-second of 
twinkling expression. Such an image 
gently drove home the warmth, com- 
fort and safety of carpets—for on 
what else could a baby lie and not 
catch cold? 


Two Family Groupings . . . Photo on the 
left draws viewer into the picture, high- 
lights richness of the carpet. Above photo 
has a tendency to appear jumbled due to 
overlapping of the elements. 


The second ad in the series showed 
a happy family group engaged in a 
bit of play on the living room carpet. 
Here was an atmosphere of sheer 
relaxation and lush luxury that only 
a carpet could provide. 


The third in the series showed a 
smiling housewife with a vacuum 
cleaner giving her carpet an effort- 
less once-over. 

The fourth in the series was a real 
humdinger, titled: “The pony express 
route is quieter with carpet.” It 
showed two wild and woolly young- 
sters dressed as gun-totin’ cowboys 
charging at the reader. This also was 
a strobe shot and caught the subjects 
at the most exciting point of action. 
As many as fifty shots were taken to 
get the right one. The copy uses an 
adroit phrase, how carpet “swallows” 
noise. 


>Future themes will continue to 
dramatize the various plus points 
offered by carpets, whose cumula- 


Now in Color 


The Carpet Institute’s campaign 
switched to color for 1956, with four- 
color ads scheduled in nearly a dozen 
leading consumer publications. 

As in the campaign described in the 
accompanying article, the new program 
continues to highlight one functional 
benefit of carpet to the home. 

According to Morey, Humm & John- 
stone, New York, agency for the cam- 
paign, the switch to color was motivated 
by the fact that the appeal of carpet 
greatly lends itself to color, with greater 
effectiveness for the ads. 

Initial results of a recent study showed 
that consumers retained 40% more of the 
messages in the color ads than they did 
of the black and white ads, according to 
Color Research Institute of America. 





The heart of the matter 


..» PHOTOGRAPHY 


The heart of the matter 
has the lowest cost 


A moment’s perusal of current advertis- 
ing will reveal that the photographic il- 
lustration often occupies the lion’s share 
of the space on the page—and thus al- 
most always is depended upon to put 
over the essence of the advertisement’s 
message. 

It follows that a photograph thereby 
becomes the most dynamic part of the 
ad. In spite of this importance, look at 
the percentages below. They speak for 
themselves. The column on the left rep- 
resents the cost of a four-color consumer 
advertisement; the column on the right, 
the cost of a two-color industrial ad. 


A photograph is 95% pho- 
tographer, 5% photography 


That’s just as true in industrial photog- 
raphy as it is in consumer photography 
...1if you’re looking for a photograph 
that will accomplish what you want it 
to accomplish. 


Industrial and business paper audi- 
ences are just as eye-minded as the “‘con- 
sumers.” It’s obvious when you think 
about it. They’re human beings despite 
their business or technical functions. 

In LirE or COLLIER’S they’re tempted 
to a 10¢ can of beans by beautiful pho- 
tography. This same eye-and-buy appeal 
can and should apply to planning and 
execution of an industrial photograph. 
But many industrial advertisers still 
seem to think that their audience is “‘dif- 
ferent’—that a column of figures and a 
line drawing are “‘good enough.” 

Therein lies the clue. Maybe a tired and 
“catalogish” photo is ““good enough,” 
in the sense that it shows the man what 
the product looks like. But how about 
the human side of the reader? It’s the 
man, not the corporation, to whom 
you're talking. 

Engineers still have sensibilities. Beau- 
tiful pictures sell them beans—and new 
clothes—and cars. Pictures that are well 
planned and artistically executed. Pic- 
tures that stop the eye, set the mood, get 


Good photography is advertising’s biggest bargain 


COST ELEMENTS CONSUMER 


Naturally the cost of photo- 
graphic illustration varies 
with subject and other con- 
ditions, let's just say 


PHOTOGRAPHS 


The cost of engravings de- 
pends, of course, on the 
size. A fair average is prob- 


ENGRAVINGS 


Printing and the cost of 
space also vary depending 
upon circulation. Cost of 
space in this magazine.... | 





*Double it, triple it—the % is still negligible 


$35,000 this industrial magazine 
| or 94.4% 


TRADE PAPER 


To simplify matters, let us 
consider a reasonably sim- 
ple photograph at 


$100* 


Two-color engravings are | 
correspondingly less ex- 
pensive and will probably | 


$250 
or 19% 


Having a lower circulation, 


$1,000 
or 74% 


space will probably aver- 


readership. So why not appeal to the 
authentic side of their nature, too—when 
they’re reading their business publica- 
tions? 

Notice what a waker-upper a really 
good photograph is in today’s trade 
magazine, where so much of the illustra- 
tive material is apt to be visually uninter- 
esting. Dramatic photography stands 
out even more in a group of “‘industrial- 
looking” ads than in the “consumer” 
books. And a good photograph tells a 
technical story even better. 

Good industrial photography is worth 
planning, and paying for. And, just as it 
is in “consumer” advertising, good “‘in- 
dustrial” photography is 95°, pho- 
tographer. 


CcC°or 


Black-and-white photography tells a 
great story, but color often tells it 
quicker, and with greater impact. Con- 
sider what has happened in the world of 
color. The increasing use of four-color 
ads and editorial illustrations in today’s 
publications is a graphic commentary on 
the readership and selling power of 
color photography. 

Color photography stops the eye, 
sets the mood, starts the sale That’s 
why Kodak offers eight ways to color 
now—four ways to print, four ways to 
expose. Your photographer knows the 
combination that will suit your pur- 
poses. Trust his talent. Color photog- 
raphy—beautiful, powerful, the quick 
way to realism in print. 

EASTMAN KODAK COMPANY 


Rochester 4, N.Y. 
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FULL COLOR 


eS 


these PRINTS provided 
via EASTMAN KODAK'S 


NEW SENSATIONAL 
PROCESS! 


NOT A “GANG-UP” JOB 
NOT A PRINTING JOB 


but a GENUINE 
PHOTOGRAPHIC 
PROCESS! 


CALL-WRITE-WIRE 
for ILLUSTRATED BROCHURE 


OLOR 
RAFT OF CHICAGO 


Finishing Branch of Radium Camera Co., Inc. 
Established 43 Years 


1005 Belmont Ave. Chicago 13, Ill. 


fete nrels 


for more details circle 776, page 113 
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“Snug as a Bug” . Photo on the right 
uses baby to gently drive home warmth 
and comfort of carpets. Above photo 
misses the point, appears confusing be- 
cause of all the extraneous objects in the 
picture. 


tive effect should do much to sway 
dangling decisions—carpet-wise. 

Consumer surveys of ads have re- 
vealed a high noting score. Dealers 
have welcomed the campaign and 
found it a boon to carpet sales. Ev- 
erything has been done to exploit 
the campaign at the local level. 
30x40” reproductions of ads have 
been made up as easel displays and 
window streamers. Then material 
from the ads has been used in ad 
mats. The combination of these items 
has focused consumer attention on 
carpets and provided strategic talk- 
ing points for salesmen. 

The Carpet Institute reports that 
as a result of this campaign it has 
been possible to activate dealers to 
do more functional advertising on 
behalf of carpets. 

The present schedule calls for a 
three-year campaign to fully roll out 
the carpet message to the American 
public. Annual expenditure in four- 
teen magazines, ranging from Life 
to McCall’s, will amount to $1,000,- 
000. 

Lawrence Gussin remarks, “The 
importance of the shadow technique 
consists in its emphasis on the cen- 
tral idea. Since all extraneous detail 
is eliminated, the illustrated message 
comes through with immediacy and 
strength. 

“Certainly, it has proven to be 
most persuasive and practical, which 
is advertising’s main purpose.” 44 


Bank Attracts Attention 
With Outdoor Display 


Featuring the newest in “new 
looks,” the Bank for Savings, one of 
the oldest banks in New York City, 
greeted its customers with a giant 
color film transparency in an out- 
door display. 


SNUG AS A BUG...ON SOFT, WARM CARPET 


Depicting a typical American fam- 
ily scene, the attention-getting color 
spectacular appeared directly over 
the bank entrance. 

Produced by the David Dean Lab- 
oratories Inc., the huge transparency 
was made up of four 40” strips of 
film 18’ long. The strips were proc- 
essed on newly designed equipment 
developed by Dean to handle one of 
the largest pieces of color film ever 
developed at one time. Shrinkage 
was overcome through special equip- 
ment and techniques. 

In the display, the film strips were 
not overlapped, but were butted edge 
to edge and then held by a clear ace- 
tate tape cemented to the back of the 
film. These butts were invisible to 
the normal viewer. 

The completed transparency was 
taped and grommetted, as was the 
sheet of milk white diffusion plastic 
suspended behind the picture to give 
completely even illumination. 44 


cP Sas er ih 


Outdoor “’Colorama”’ . Picture on the 
Bank for Savings was designed to express 
warm, family feeling. 


for more details circle 788, page 11 





NUPASTELS an aaa 


complement each other! 


NUPASTELS and COLORAMA pencils are 
“‘soing steady’’ and are seen together every- 
where. They’re true to each other and true to 
type. And both offer infinite variety as well 


as absolute uniformity of color. 


NUPASTELS are the color sticks which have 
replaced pastels. They are much firmer and 
stronger than pastels...crumble a lot less... 


deposit just enough powder for perfect 
blending. 


COLORAMA is the newest and finest thick 
lead colored pencil made today. Colors are 
excitingly vivid...sharpen easily ... cover 
more smoothly without shine... have less 
wax... last longer. 


Trademarks Reg. U.S. Pat. Off 
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608 - DRAFTSMAN’S LEAD 
HOLDER—One hand, split-sec- 
ond operation! Release lead 
with top button! Sure-grip 
clutch! Leads won't slip! Col- 
ored cap identifies degree of 
the lead instantly. 


6100 - DRAWING LEADS 
—Supreme quality leads in 17 
degrees from 6B to SH—every 
degree uniform and accu- 
rately graded. Pocket pack- 
age has unique emery boards 
on each side for sharpening. 


Va sOnranil ia 


4-Len 


AUTOMATICALLY, THE CHOICE OF PROFESSIONALS! 


EBERHARD 
FABER 


Since 1849 


ICROTOMIC “: 
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331-DELUXE PENCIL LENGTHENER— Rugged plastic barrel screws on 
easily, locks securely. Dusk-gray color matches Microtomic Pencils. 
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600-CHISEL POINT PENCIL —Same quality with unique chisel point 
lead. Excellent for lettering, shading, broad strokes, etc. 6 degrees. 


Wehee ae wae Lene FBERHARD FABER 


600-DRAWING PENCIL — Finest quality, high density graphite leads. 
Dusk-gray polish. White bull’s-eye shows each of 18 uniform degrees. 


> MICROTOMNMNIC EBERHARD FABFR jm 


| J 


a 


603-DRAWING PENCIL WITH ERASER TIP — Above advantages plus 
handy, adjustable, flat-shaped eraser tip. Ideal for the pocket! 


NEW YORK + TORONTO 
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576—MARKER—Writes on any surface from 
slick cellophane or glossy photostats to corrugat- 
ed or craft paper delivery packages. Pull string- 
peel off paper wrap to sharpen—7 colors. 


ee 


6325— EBONY —The ideal pencil for layouts and 
sketching. The large diameter lead is soft and 
smooth as silk, yet strong, leaving an intense, jet 
black line on any paper surface. 





599—EBONY MECHANICAL—New! Propel- 
repel-expel holder for large diameter EBONY leads. 
Plastic barrel. The pocket pencil for artists. 







US.A.< > 










Sea A114 ae er ol 













woooclincHeD <®> EEBONY _-xte.2440%,, EBERHARD FABER.vus.a. 6325 


1599— EBONY REFILL LEADS—(For holder) 
Same super quality as the famous EBONY wood 
pencil-leads are long 2%’’ and large .120’’ dia. 
—Packed 4 leads in flat vest pocket box. 
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3110—COLORBRITE HOLDER—A sure- 
grip clutch type lead holder for brilliant 
—fadeproof —waterproof— super smooth 
COLORBRITE leads. Has “see-thru” 
plastic barrel. Leads are full 5’’ long and 
available in 12 high visibility colors. 


585 —- MARKER MECHANICAL — New 
propel-repel-expel pencil for MARKER 
leads, same quality as in paper wrapped 
pencil shown above. Propels with a twist 
of the fingers. Handy pocket clip. Choice 
of 6 colors—barrels with matching leads. 


747— MONGOL COLORED PENCILS— 
Proven most popular wherever used. 
Every one of 36 brilliant colors sharpens 
MONG oY 7 ‘ to needle point for fine work, holds point 
e ae ; 

Paint with getotee longer. indelible — merely use brush and 
, a Zi eae water for vivid water color effects. Ideal 

ss for architectural renderings, textile, 
fashion, jewelry designing, etc. Handy easel 
Carry-box assortment: 8, 12, 24 and 36. 


Trademarks Reg. 
U. S. Pat. Off. 








51-PENTA-KLEEN— Novel five-sided 
pencil eraser has more sharp erasing 
corners for small erasures, more sides 
for broad surfaces. Soft—won't 
roughen fragile surfaces. 


101-PINK PEARL—Seen on tilt top 
tables and drafting boards every- 
where. Soft, pliable art eraser —will 
not injure paper surfaces. Medium 
Size —No. 100. 


400-PINK PEARL PENCIL TYPE 
—The popular soft PINK PEARL 
hip i ta 212-RUBY — Large, gently abrasiv 
8 ena a8 eraser for removing those extra stub 
carson gris ean born marks. Durable, long lasting 
a economical. Medium Size—No 112 


SPAN A Aer ad RRR Sk BE IRI a PIE IOS eR Be ER ER SRR SRE 


A PERFECT ERASER FOR EVERY ART USER! 
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SEPT LITE ITE TLR ES 


6002-RUBKLEEN —The perfect cleaner 

for all art uses. Gentle and soft yet 

long wearing with little crumbling. 

Safe for delicate paper surfaces. 
Leaves no greasy film. 
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4821-MONGOL GUM CLEANER — The 
artist's standard for all-purpose clean- 
ing. Won't weaken newly-inked lines. 
7 sizes starting with 1 x 1x1. 


bbb bed 


1224-KNEADED RUBBER—The cleaner 
all artists need for chalks, charcoals 
and NUPASTEL work. Plastic—kneads 
into any shape. Leaves no crumbs or 
oily residue to affect re-working. 


6500-VAN DYKE —A soft ink eraser 
Its gentle abrasive action removes 
stubborn pencil marks from paper o1 
tracing cloth. 
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“Big City” Artwork . . . Polaroid camera shots (right) taken in 
store stock room result in finished fashion art (below) . 


Teaming up 60-second photography with a fast 


and efficient art service has brought custom- 


made advertising at mass production costs to 


a medium-size city department store. 


HOW WE BEAT HIGH ART COSTS 


By Richard J. Newman 
Sales Promotion Mgr. 
W. Lewis & Co. 
Champaign, III. 


Even though Champaign is a me- 
dium-sized city, we at Lewis’ like to 
give our customers “big-city” adver- 
tising and “big-city” artwork. 

We're accomplishing this by use of 
60-second photography. In fact, the 
Polaroid Land camera and ‘Art-By- 
Mail’ are providing us with custom- 
made advertising at mass production 
costs. 

W. Lewis & Co. is a quality de- 
partment store, the largest in our 
city of 75,000 population. Our cus- 
tomers come in expecting to find the 
exact merchandise illustrated in ad- 
vertisements. 

This used to present quite a prob- 
lem for us, in the face of our limited 
advertising budget, especially when 
it came to artwork and engravings. 
This was particularly true in the line 
of women’s ready-to-wear, a phase 
where manufacturers spend little on 
artwork, glossy photographs or 
newspaper mats. 

In the past we have used students 
for some of our artwork, but found 


it was too costly in both time and 
money — just about the time they 
were becoming valuable to us, they’d 
graduate and leave town. 


> Champaign, home of the Univer- 
sity of Illinois, has a large transient 
population, and most of our custom- 
ers are accustomed to fine quality 
newspaper ads and a metropolitan 
approach to retail advertising in gen- 
eral. Therefore, in order to give them 
the kind of introduction they have 
come to expect from a quality store 
and one that will make them feel 
welcome, we are constantly seeking 
new and more effective ways of get- 
ting our story across. 

Our advertising art problems were 
solved recently when we learned 
about Ralph Heineman Inc., the “art- 
by-mail” service in Chicago. 

Here’s the way it works: 

We plan layouts suitable to our 
own particular needs, a great ad- 
vantage over the limitations imposed 
by using mats. With a Polaroid Land 
camera we shoot the merchandise 
for the ad—just set the apparel on a 
hanger ... no need for fancy photog- 
raphy or expensive models and no 
pressing of garments, no worrying 
about their color. We just snap the 


picture. Sixty seconds later we see 
the print and can tell if we’ve cap- 
tured enough detail for an artist to 
work from. 


>The layout (or a duplicate of it) 
and the Polaroid 314x414” prints 
stapled to a simple form are mailed 
to Heineman’s. On the form we give 
information on the desired size of 
figures in the ad, type of drawing, 
type of fabric, engraving specifica- 
tions, etc. If we have time, we send 
a “swipe” figure for size or position, 
but for the most part we leave it to 
the artist in Chicago to suit the figure 
to the layout. 

No matter what we ask for, the 
finished art—including engravings—is 
back on my desk the morning of the 
third day. You can’t beat that for 
service. 

Cost? Art and engraving expenses 
are just a fraction of free-lance fees. 
As for photographic costs, the Pola- 
roid Land camera has paid for itself. 
We figure 22¢ per picture and a few 
cents for a flash-bulb. 

Teaming up 60-second photog- 
raphy and Heineman’s fast and effi- 
cient service has brought Lewis’ 
custom-made advertising at mass 
production costs. 44 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


ad Oe 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
1210 N. Clark Street © Chicago 10, Illinois 
Dept. A-2 . Telephone: Michigan 2-5651 


GRAPHIC FACTS 


And you can make graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chart 
. without ever touching a pen! 


Translating information into chart form is the best 
way to sell your story quickly and dramatically and 
NOW—with Chart-Pak—everything you need is 
printed on rolls of tape! You roll on dotted lines, 
bars, figures, dates. You can’t make a costly error— 
it can be taken up as quickly as it is put down. The 
average charting time is minutes—the cost—far less 


than other methods. And you or your secretary can 
do it 


TRAE " mane 


CHART-PAK, INC. 
100 Lincoln Ave. « Stamford, Conn. e Dept. 94B 
Please send me Chart-Pak Method data on: 
[] Graphic Charts {] Office Layouts 
() Organization Charts [| Plant Layouts 
Name__ 

« Company 

§ Address_ 
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Handy Tool . . . Photographer Clark uses Dulling Spray to cut glare from silver service. 
The spray also is useful to show reflections without a light flashback. 


Dulling Spray Does the Trick 


Photographer's Visit to Television Studio 
Shows How to Cut the Glare Out of Pictures 


By Ed Clark 
Bell Photographic Studios 
Philadelphia 


A jewelry client asked me to take 
photos of some beautiful shining sil- 
ver services which he planned to use 
in catalogs and for direct mail pur- 
poses. 

I removed the services to my stu- 
dios and began playing with lights 
in an effort to kill the glare and the 
light bouncing off the bright and 
highly-polished silver. We had al- 
ways found we had to retouch such 
photos and then make copy nega- 
tives. But clients (as they always 
do) complained about the cost. We 
had found no answer. 


> At least, I had no answer until I 
visited a local television studio to 
make some shots for another client. 
This was during a rehearsal. This 
client was also complaining of glare 
on chrome and on some diamonds 
one of the female characters was 
wearing. 

I noted that the production man- 
ager took a can of something out of 
his back pocket, sprayed the objects 
complained of, and then the rehear- 
sal continued. Curious, I studied the 
studio monitor and found the glare 
completely eradicated. Yet the set- 
ting was sharp and clear. 

I found that the production man 
was using a Dulling Spray made by 
Krylon Inc., of Philadelphia, who 
make aerosol clear plastic sprays and 
enamels. 


>I bought a can of the Dulling Spray 
in a city art store and took it back 
to my studio to experiment on the 
silver services I had to complete 
that night. 

Within two minutes I sprayed the 
entire set, threw on my lights and 
took several practice plates. I found 
the result too dull. So, I easily wiped 
off part of the film with a wipe cloth 
and sprayed a little lighter. The re- 
sults were excellent, and I didn’t 
have to play with the lights too much 
either. With a soft white cloth I 
quickly wiped off the film without 
damage to the glossy finish of the 
expensive silver service. 

I also found it was possible to show 
a reflection of a person or image in 
a mirror without getting a light 
flashback merely by using a light 
film of the Dulling Spray. 

Earlier in the spring an automobile 
dealer asked me to shoot a row of 
new cars in a park. The sun was 
bright, much too bright for the good 
of my camera. If I used filters, I lost 
too much of the color on my trans- 
parencies. Fortunately, I had a can 
of Dulling Spray in my work bag. 
In 10 minutes I had the glare toned 
down on the chrome and I had my 
pictures. 

Another problem which Dulling 
Spray solved has been in photo- 
graphing small diamonds or other 
shiny objects where too much light 
can spoil a plate. I always found it 
dificult to get just enough light in 
the studio. With the “duller,” the 
volume of light is not important. 44 





[tack sox] Figures in the 
“Formfit picture 


ee 
ay fm 
Formfit foundations call for smart displays*. . . and these beautiful, ff 7 d 4 
life-size figures by Black Box Collotype figure prominently in / i ~~ . ss 2 
this 3-dimensional window display. The deluxe unit combines : } Ye 
molded plastic flowers, separate silk screen panels and, of course, 


Black Box printing for the dominant product pictures. 


Because collotype uses continuous tone gelatin plates there is no 
screen dot to interfere with the faithful reproduction of the 
original art. Write us or call collect, and satisfy yourself about 
the quality—and amazing economy— 

of using Black Box Collotype. 

There is no obligation. 


*Display created 

and produced by 
Poster Products Corp., 
Chicago, Illinois 


Pr alia wea reed 
Oe 
aia 


Full color, near 
life-size figures were 
printed in Collotype, 

then mounted and die-cut 
to form the dominant 
central display unit j 


For large size, small run, 
Screenless printing Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 
yx Photo-Gelatin Printers +X 
..- Choose BLACK BOX 4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati DEs Moines Inglewood, Calif KAlamazoo Minneapolis St. Louis 
Plaza 1-4218 3-1221 ORchord 1-1642 5-6165 ROckwell 9-7789 Olive 2-0202 


Write for our FREE Portfolio of Samples. 
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obwoys with 


Tect 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off clean. 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, WN. 3. 


gs MAKES PASTING A PLEASURE 
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NEED 
Magazine Clippings? 
Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

e Farm Periodicals 

e Labor Papers 

@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 

@ House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street « New York 10, N. Y. 
Telephone: LE 2-5969 
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AR?’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 


supplies. 


Get in AR! 


52 ¢ ar ¢ February 1956 





For Illustrations 


Stipple Board Saves 
Money, Cuts Time 


By Philip Brady 
New England Mutual Life Insurance Co. 


Boston 


Here’s a method of creating illus- 
trations for instruction manual use 
that cuts time needed by a third, 
provides far better appearance, and 
saves money by drastically reducing 
drafting room charges. 

Although this method requires the 
use of special illustration board and 
pencils, it does not call for skills on 
the part of your drafting room per- 
sonnel that they do not now have. 

The illustration board used is 
known generally as stipple board or 
Ross board. It comes in a variety of 
finishes and may be bought in any 
art supply store. The grease pencils 
or litho crayons needed can _ be 
bought under the trade names L. & C. 
Hardtmouth “Negro” #3, Conti #3, 
and others. 

The savings in time come about 
mainly by the complete elimination 
of inking. A draftsman using ink 
loses a great deal of time waiting for 
the lines to dry. On a humid day this 
lost time can amount to approxi- 
mately 30% of his total working 
time. Time lost for this reason is not 
quite so serious a condition in mak- 
ing large drawings. 

On these the draftsman can shift 
from one section of the illustration 
to another and work while the lines 
he has just inked dry. Slow drying 
ink is an enormous time waster on 
small drawings where the draftsman 
cannot shift about. The inking of 
curved lines is also a tricky and 
time-consuming operation. 


>To produce the exploded drawing 
of the machine section shown re- 
quired two hours and fifteen minutes 
of a skilled draftsman’s time. The 
same drawing produced by using a 
chemical shading method required 
approximately three hours and thirty 
minutes. 

The first step in creating a draw- 
ing by either method is to lay out 
the parts in pencil. The same amount 
of time is required by both methods. 

In the case of stipple board work, 
the next step is to carbonize the back 
of the drawing and then to press a 
faint carbon line onto the stipple 
board by tracing the drawing with 
a hard pencil. Shading is then done 
directly with the litho crayon. 

It is slightly faster to shade with 
chemicals than it is with litho crayon, 
but the resultant drawing lacks the 


Time-Saving . . Drawing of machine 
section was produced by stipple board 
method in two hours and 15 minutes by 
draftsman. Using a chemical shading 
method for same drawing required three 
hours and 30 minutes. 


soft finish and improved appearance 
of litho pencil work. In both cases 
it is impossible to erase on the fin- 
ished drawing and correct mistakes. 
The only way of correcting an error 
is to re-do a small section of the 
drawing and fasten it in place over 
the incorrect section. 


>Litho pencil artwork has several 
other advantages. Unlike a drawing 
made on chemically treated paper, it 
can be protected simply and easily 
by spraying with a clear plastic, 
which prevents smudging and allows 
easy handling. 

Another advantage of using stip- 
ple board illustrations is that they 
can be reproduced directly as line 
work for offset printing if desired, 
thus avoiding the expense of screen- 
ing. For letterpress reproduction 
highlight halftones are used. One 
caution: if a drawing is to be reduced 
from its original size, care should 
be taken to select illustration board 
with a stipple finish coarse enough 
to reduce well. 

That’s all there is to it. If you're 
interested in better looking artwork 
for your instruction manuals and 
other printed pieces, produced at a 
lower cost and in less time, it will 
pay you to investigate the use of 
stipple board. 44 


“Snap-Ads” Help Shoppers 
Find Products in Stores 


Samples and information on “Snap- 
Ad” Tags, Rite-Angle Flags, and 3-D 
Shelf Talkers are being offered by 
the Plastic Fabricators Co., San 
Francisco. 

Designed to “snap-on” to super- 
market shelves for better product 
identification, the “Snap-Ads” pro- 
vide space for an advertising mes- 
sage or picture while marking the 
spot of individual displays. 

Made of Durashield plastic, the 
“Snap-Ads” will not dog-ear or fin- 
ger mark, according to the company, 





now you yet are flexible enough to permit 


merchandise to be put in or taken 
out of the shelves easily. 

Available in three styles and var- 
ious sizes, “Snap-Ads” can be ob- 
tained from stock or especially de- 
signed. 

The “Snap-Ad” literature lists 
prices ranging from 1'%¢ to 3¢ each. 


For your copy circle No. 727 on the 
Readers’ Service Card inside back cover 


Folder Describes New 


8x10 Prints 
Advertising Balloon 
A new brochure describing the 


Only e 9 Ea. 
“Kytoon” —a streamlined and sta- 


bilized advertising balloon—is now IN LOTS OF 100 

available from Dewey & Almy s 

Chemical Co., Division of W. R. Commercial 
Photography 


Grace & Co., Cambridge, N. J. 
Called “How To Assemble And 
Fiy Kytoon Advertising Equipment,” 
this new folder outlines many uses PY Yet 1143 
ADVERTISING 
INTERIORS 
EXTERIORS 


can 


RELAX! 


save time 


Quantity Photos 


Ut 


ave money 
ith the 


most versatile 


UCI 


for this attention-getting “flying bill- 
board.” 
Carrying two detachable display 


e 400 Percent Enlargement and reduction. 11"’ x 14” 
Viewing Area. 17’ x 21'' Copyboard Area. 18’ x 22”’ 
Floor Area. Portable—mounted on casters. Operate 


next to art table. No hand $269.50 


shadow. Paper Storage Shelf. 
Ask about our model A Lucikon 
Nearest Dealer on Request 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 
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NOW MAKE COPIES 
OF ANYTHING 
—ANYWHERE 


New, improved Contoura*-Constat* 


goes where you go to make copies of | 
proofs, prints, layouts, “swipes”. If it’s | 
printed, written, or drawn you can | 


copy it in any lighting conditions. Write 
for full details. 
*T. M. Reg. U. S. Pat. Off 


F.G. LUDWIG, INC. 


794 Coulter St., Old Saybrook, Conn. 
. for more details circle 815, page 113 








panels and a banner, the dirigible- 
shaped Kytoons “fly” as well as float 
through an ability to head into, and 
get added lifting power from, the 
wind. In addition—through aerody- 
namic design and airfoil construc- 
tion—the Kytoons have enough lifting 
power to stay aloft in non-gusty 
winds up to 35 miles per hour, and 
enough stability to prevent spinning. 

Complete instructions, assembly 
pictures and operating hints on flying 
an advertising message 150’ in the 
air are included in the Kytoon 
folder. 


For your copy circle No. 728 on the 
Readers’ Service Card inside back cover 


Folder Gives Details 


On Flannaroll Screen 


Searching for a way to sharpen 
those sales meetings? Need a way 
to illustrate a sales point to a re- 
luctant client? 

A folder on the new Flannaroll 
Screen—a flannel board that rolls up 
like a projection screen—is available 
from Self Teaching Aids, Los An- 
geles, Cal. 

Giving complete details and price 
information on Flannaroll models, 
the folder also shows pictures. 

Model D, the deluxe model, ranges 
in price from $18.75 for the 24x36” 
size to $27.50 for the 36x46” size. 

For economy, Model R sells for as 
little as $9.50 for the smaller size to 
$12.50 for the larger. Both Model D 
and Model R have easels included in 
the price. 

Model W-—designed especially for 
classrooms and priced from $18.75 to 
$27.50—is also included in the Flan- 
naroll folder. 


For your copy circle No. 729 on the 
Readers’ Service Card inside back cover 








ete irs 
PUBLICITY 
COMMERCIAL 


BUFFALO 


PHOTO COMPANY 


Rush FREE copies “‘How to Use Reprints,” 


“Plano Ideas” and “Preprints” 


to: 


7 
— 


for Offset 
REPRINTS 


a 


USE 
REPRINTS 


Now in its second 
printing, “How to 
Use Reprints’’ is 
proving a popular 
idea manual for 
“do-it-yourself” di- 
rect mail and large 


ad agencies alike. 


It'll help cut print- 


ing costs. 


It shows how to 
prepare copy and 


save time. 


It helps make print- 


ing more effective. 


Send your coupon 
now and receive 
extra pamphlets 
“Ideas for PLANO 
Printing” and “How 


to Use Preprints.” 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 


54 ¢ ar ¢ February 
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COLOR 
TRANSPARENCY 
RETOUCHING 


REMEMBER 


can save t 


touching are availa 
free. Mail request « t 
firm's letterhead, stating 


your title 


ESTELLE 
FRIEDMAN 
ASSOCIATES 


141 E. 44th St... N.Y.C. 17 
MUrray Hill 7-7194 
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MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 
plus other essential services for 
reproducing and projecting color. 


10 east 46th st, new york 17, n. y. 
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‘Reader's Digest’ Prints 


‘Selecciones’ by Offset 


With the introduction of a high- 
speed, multi-color rotary offset press 
in Havana, Reader’s Digest is now 
printing its Selecciones for the Mexi- 
can, Caribbean and South Hemi- 
sphere editions within one plant. 
“While the changeover to the new 
method of printing will create some 
problems for those advertisers who 
have already prepared letterpress 
plates for future use, the publication 
feels that the capabilities of the new 
press will result in top quality print- 
ing and advertising reproduction. 

To solve any problems for the ad- 
vertiser, Reader’s Digest has estab- 
lished the following policies: 

e Letterpress material already pre- 
pared for 1956 in the Mexican and 
Caribbean editions will be converted 
to offset without charge. 

e Repeats of letterpress material 
which appeared in 1955 issues will be 
converted without charge, provided 
that the advertisements are reprinted 
without changes of any kind. 

e Advertisers in the other three 
Reader’s Digest editions may run in 
Selecciones without additional pro- 
duction expense beyond the cost of 
making copy changes from letter- 
press to offset. 

e Charges for changes between Se- 
lecciones editions will be the same as 
before, with an additional charge of 
$20 for changes between the Carib- 
bean and/or Mexican to Southern 
Hemisphere without charge. 

According to the Reader’s Digest, 
this policy will be in effect through- 
out all of 1956 to protect advertisers 
against any unusual expense in con- 
nection with the conversion to the 
offset method. 

Additional information is available. 


For your copy circle No. 725 on the 
Readers’ Service Card inside back cover 


Graphic Arts Aid . . . Magni-Focuser, a 
new 3-D binocular magnifier from Edroy 
Products Co., New York, leaves both 
hands free for artist or proof reader 
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Covert Stops to sucees4 


IN YOUR SALES INCENTIVE PROGRAM 


According to successful campaign 
managers, what has been done in 
profitable incentive campaigns boils 
down to seven simple steps, which, 
when made a part of planning and 
preparation, produced the results the 
sponsoring company sought. 

The seven steps have been outlined 
in a booklet, “Seven Steps to Suc- 
cess,” by Belnap & Thompson, Chi- 
cago. The following outline has been 
adapted with permission from the 
Belnap & Thompson booklet. 


1. Pinpoint your objectives ... What 
do you want accomplished as a result 
of your prize incentive program? 
Among the most popular objectives 
chosen by program sponsors are: 


e Introduce a new product or model. 
e Increase unit or dollar sales vol- 
ume. 

e Full line selling. 

e Clear out old inventory or slow 
moving items. 

e Bring in new customers or retail 
outlets. 

e Place point-of-purchase displays. 
e Push “special deals” or long profit 
items. 

e Teach new selling skills. 


The above are all sales objectives. 
In addition to these, there are many 
other objectives that have been suc- 


cessfully achieved through a prize 
push, such as safe driving program, 
reduction of damage claims by mate- 
rial handlers, the reduction of errors 
on the part of clerical employes, etc. 
Your first step towards a successful 
program is to pinpoint it to the de- 
gree that you know exactly what 
you want your men to do and what 
the total job to be done is in dollars 
or units, or measures of achievement. 

Most program sponsors choose to 
highlight one objective at a time, 
such as increased unit sales, giving 
lesser emphasis to a secondary asso- 
ciated objective, such as “Get More 
New Dealers.” 


>Now that you know specifically 
what you want your prize program 
to accomplish, let’s determine who is 
going to participate. 


2. Pick the proper participants .. . 
Who needs the incentive most? If 
you are a manufacturer, it’s a prob- 
lem sometimes to determine who gets 
the incentive. Your own salesmen? 
Your jobber salesmen? The retail 
sales clerks? Generally speaking, it is 
best to choose that classification of 
salesmen in your channel of distri- 
bution that can most effectively help 
you hit your objective economically. 

It is usually better to concentrate 
your efforts on this group rather than 


spread your incentive too thinly over 
all the salesmen who handle your 
product. Ask yourself this question: 
“Who can do me the most good in 
sales improvement in this prize cam- 
paign?” Your answer will often help 
you determine who should partici- 
pate. 


e How about your own salesmen? 
.. . If the salesmen to be motivated 
are not those controlled directly by 
you, the results of an incentive pro- 
gram will be influenced by the co- 
operative spirit of the salesmen you 
do control as they do their field work 
to help you set up, organize and 
implement your campaign. One ef- 
fective way of insuring their whole- 
hearted cooperation is to offer them 
a supplementary prize program, in- 
suring their total support of your 
major program efforts. 


e Don’t forget the sales managers 
. . . When you sponsor a prize pro- 
gram with groups of salesmen other 
than your own, it is generally a good 
idea to put something into it for the 
sales managers, the men who actively 
direct the efforts of the salesmen you 
wish to motivate. There are several 
ways of doing this: 


e Offer the sales manager a percent- 
age of all the merit points won by 
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. packed with all the 
vitality of small fry. 


“er e * 
animatio 

. spiced with all the 

crises of a child’s day. 


contrasting Black, 
Orange, Red, Blue| Yellow 
and| White combinations. 


identity 


. the source is “sought 
out” by parents and 


children| alike. 
} 


CHILDREN’S 


CAPS 
ADVERTISING’S 
“MOST NATURAL” 

PROMOTION 


Pin Point Your Advertising Mes- 
sage... with Advertising Specialties. 
For a complete catalog illustrating 
the wide variety of colors and 
styles of childrens caps available, 
imprinted to your order, write, 


FABRIKO, inc. 


Green Lake, Wisconsin 
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his salesmen during your campaign. 
e Offer him the average number of 
merit points won by his salesmen. 
@ Make him a specific, personal offer 
of a specific prize of his choice and 
then set a goal for his salesmen, tell- 
ing him that when his salesmen have 
reached their goal, either in dollar 
volume or unit sales, you are going to 
award him the prize he has selected. 
Now that we know who is going to 
participate in the program, let’s 
choose the time of your campaign. 


3. The time’s the thing . . . When? 
This is a question that only you can 
answer. To find its answer, you might 
ask yourself, “When, in the calendar 
year, do I most need the results out- 
lined in my campaign objective?” 
Often, where the objective is in- 
creased sales, a time reflecting a 
“valley” in the sales chart is chosen 
to “level the valley,” to boost sales 
during a period when they normally 
fall off. 

Other program sponsors tend io 
use a prize program preceding a peak 
sales period or immediately follow- 
ing a peak so that additional volume 
is achieved earlier than normally ex- 
pected, and retained longer. Only 
you, with your intimate knowledge 
of your company’s problems, can tell 
when to run your program. Any time 
is a good time to run a prize pro- 
gram when you need results. 


> The majority of prize programs are 
60 to 90 day “spurts,” where, for a 
given period of time, you ask for the 
wholehearted, enthusiastic, spirited 
attack on a chosen objective, know- 
ing that through united effort the 
objective can be achieved. Other pro- 


gram sponsors run their program 12 
months out of the year, with annual 
targets to be hit by salesmen, inter- 
spersing short term specific objec- 
tives. It is generally felt that 60 days 
is the minimum time a program 
should be run in order to permit the 
salesmen to create and “close” 
enough sales to win some worth 
while prizes. 

Can you extend the campaign 
time? The answer to that question is 
an emphatic “yes.” If the results are 
favorable, and you feel, knowing 
your own market, that you can ex- 
tend those results by extending the 
prize offer, do so. This is accom- 
plished easily through a bulletin to 
all prize program participants one or 
two weeks before the end of your 
campaign. 

In this bulletin you inform all pro- 
gram participants that due to the 
enthusiastic reaction and the favor- 
able results, you intend to extend 
the program 30 or 60 days, and that 
the same prize offer previously made 
applies to their sales activities during 
this extended period. Now, what sort 
of a prize offer should you make? 


4. Make the prize fit the push... 
Just as the maxim, “Let the Punish- 
ment Fit the Crime,” has been an 
effective guide for jurists, in like 
manner your prize campaign should 
make the reward commensurate with 
the job you’re asking the salesmen 
to do. Many program sponsors ask, 
“What percentage of the sale price 
of the unit to be sold should I offer 
the salesmen in prize points?” 
Percentages have been known to 
range from 142% for the sale of “big 
ticket” items to 10°, where the sale 
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“Lord, am I being punished for not getting into some other racket!!’’ 





of numerous items is involved. There 
is actually no set rule of thumb to 
follow. Each case must be judged on 
its individual merits. It is up to you 
to determine what sort of an offer it 
is necessary to make to get the type 
of increased sales activity from the 
salesmen you're motivating during 
the period of your campaign. 


> Another way of determining your 
prize offer is to estimate how much 
the average salesman will win in the 
form of merchandise prizes for doing 
a better than average job. Generally 
speaking, the average jobber sales- 
man should be able to win $25 to $50 
worth of merchandise prizes at your 
wholesale cost, in order to generate 
the interest in your campaign neces- 
sary for him to do an improved job 
for you. 

An attendant in a filling station 
would be happy at the opportunity to 
win $25 (wholesale) in prizes, where 
an industrial type salesman would 
demand greater incentive—a chance 
to win prizes worth $40 or more. If 
your unit is one of “fast turnover,” 
you can generally offer a little bit 
less. If, on the other hand, it is a 
“long inventory” item that moves 
slowly, either due to sales resistance 
or price, you will want to offer more. 

Determine what you can afford to 
pay in terms of dollars and cents, 
then translate that into merit points 
at either le or %¢ each, depending 
upon your choice. 

Now you are ready to write the 
“rules” for your These 
should include: 


Who’s eligible 

Campaign period 

How to earn merit points 
How to report sales 
How to order prizes 


5. Stir up, keep up interest 
Choose a dramatic theme. Most suc- 
cessful prize campaigns have a dra- 
matic “handle,” or theme that tends 
to arouse anticipation and excite- 
ment. A good theme tends to empha- 
size four factors: 


program. 


e It pinpoints the objective. 

e It points out the path to achieve 
that objective. 

e It highlights the reward for the 
objective. 

e It can be dramatized. 


Another way to maintain interest 
is to hold kick-off meetings. Get 
groups of the program participants 
together (if this is geographically 
and economically possible) to an- 
nounce the program to them. Invite 
their wives, if possible. Make it a 
dinner meeting. Announce your pro- 
gram with a flourish, pointing out 
how every man can win in direct 
proportion to his efforts; if possible, 








can help your business... 


inside and out! 
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Zippo works with many firms, large and small. 
Here are some of the ways we can help you: 


ADVERTISING! Your trademark, or message, on a Zippo gets 
frequency of impact for years! Costs less than 1¢ per week! The aver- 
age user will light his Zippo—and see your name— 73.000 times! 


GIFTS! Quality Zippos in many gracious models for the full range 


of vour gift giving! 


INCENTIVES! Zippos spark interest in incentive and suggestion 
programs... and lasting stimulation for managers, salesmen, distrib- 


utors. retailers and others. Any message can be engraved! 
RECOGNITION! Say “Thanks for a job well done” with Service 
Recognition Zippos. Use the wide range of Zippo models to improve 
PI § 

plant safety, commemorate anniversaries ... banquets ... sports events 
... housewarmings... any outstanding occasion. 

The famous Zippo guarantee, “Always works or we fix it 
free,” assures you of a lasting gift of finest quality! 


' 


coupon below for the full story! 
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Zippo Manufacturing Company, Bradford, Pa., Dept. AR-452 
Please furnish me information on how Zippos can help me with 


Advertising Gifts 


Incentives Recognition 


Name Position 


Firm 


Address 
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Sales Idea #6 by PIONEER 


Qualatex 


ADVERTISING 
BALLOONS 


<[imprintes with 
~ 


your message for 


Point-of-Purchase 
Displays ~s 


= Gamentee by * 
Good mee 


ther Popular PIONEER Pr 
vettes. SUPER Ebonettes and Bluette 
ehold Gloves, Rock.a Dri Baby Pant 
and Rolipruf 


GIVES YOU MORE 
PER CASE 


than fa Le i 
iol cl 3 ae e 


@ INCREASE YOUR SALES! We have hun- 
dreds of exclusive premium items from 


which fo choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 


spend per case —15¢, 40¢, $1.00 or $5.00 
— we'll do the rest. 


EXTRA INCENTIVES! 
You'll also get Sales- 

men Incentives and your 

““Best’’ salesman’s prize! 


hd 
1A WHAT'S YOUR B 
BUDGET? 


THIS SET $1.00 
MANY OTHER ITEMS 
from 25¢ up 


FAMOUS 
m CANDLELIGHT 


~~” 
TRIP MEALS 
HOTEL 


44 WELT) 
UTICA sf co. 


818 Noyes St. + Utica, N. Y. 
. for more details circle 856, page 113 
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show some “live” prizes, translating 
each prize’s value into terms of 
achievement. 

Go through several pages of the 
prize book with them, Answer their 
questions and send them out eager to 
go to work. It is best to mail the prize 
books to participants’ homes so as to 
arrive just after your kick-off meet- 
ing. 

Most successful campaign manag- 
ers send out a follow-up mailing to 
every program participant at least 
once every two weeks. These mail- 
ings, beamed into the participants’ 
home (and often addressed to both 
the participant and his wife) provide 
the vehicle to accomplish several 
things: 

e Suggest selling tips and hints that 
will improve his performance. 

e Keep him posted on the progress 
of the campaign and how well he is 
doing in comparison with the other 
salesmen. 

@ Make specific “spurt” 
limited period of time. 

e Compliment the leaders in the 
campaign and encourage the lag- 
gards. 


offers for a 


>If your salesmen drop into your 
headquarters (or to branch head- 
quarters) on a daily or weekly basis, 
it is effective to post a scoreboard, 
identifying each salesman by name 
and recording his sales achievements 
in the campaign. Every time he sees 
it, he’ll be reminded of the job to be 
done and you will engender a 
healthy, competitive spirit. Such 
scoreboards should be posted in a 
prominent place and kept up daily. 

Get the wives into the act. It is 

considered an effective device to get 
the participants’ wives “into the act.” 
This can be done by inviting them 
to the kick-off meeting, or through 
special mailings sent individually 
addressed to them, at the home. Per- 
sonal letters from you to the wives 
or telephone calls, in which you 
outline their importance in this cam- 
paign, encourage them to spur their 
husbands to win big prizes. A “want 
list” stimulates the wife to predeter- 
mine the prizes she wants her hus- 
band to win and thus get him off to a 
fast start. You can count on your 
program participants’ interest if you 
get the wives interested, too. 
6. Make your effort, effortless .. . 
Plan your program, for a little plan- 
ning before a campaign can reduce 
the demands on your personal time. 
Make your plan work for you, rather 
than you work for it. 

Appoint a campaign manager. One 
of the first things that program spon- 
sors do, if possible, is to appoint a 
campaign manager. This should be 
some junior executive who has the 
time and the interest to make your 


program a success. He should par- 
ticipate in the planning stage under 
your direction, and then should be 
instructed to make periodic reports 
to you. 

Hold him responsible. You will be 
too busy with normal duties to ac- 
tively participate in the campaign’s 
management. Give him the responsi- 
bility and the authority. 


7. Check off—to get off right .. . It 
is well to summarize your program 
plans by preparing and keeping a 
“check off” list. Your list might in- 
clude such items as these: 
Objective of the campaign. 
Participants (list their names). 
Dates the campaign will run. 
Prize offer or offers (be specific). 
Date of kick-off meeting. 

Wives will (or will not) be invited. 
Campaign manager’s name. 

How you will “pay off” the par- 
ticipants. 44¢ 


Reminder .. . This handy gadget reminds 
motorists to have car check-ups. Hooked 
electrically to the engine, the gadget 
thrusts out a card reminding the driver to 
have various parts checked at different 
times. 


Handy Gimmick Reminds 
Forgetful Motorists 


The absent-minded motorist may 
get a break! For the driver who has 
trouble remembering when to have 
the oil changed or chassis lubri- 
cated, a new device called the “Serv- 
icator” will obligingly remind him. 

The gadget has been developed by 
Carter & Galantin (Chicago) as a 
merchandising device for automo- 
tive or oil company products. Here’s 
how it works: 

The “Servicator” is mounted in- 
conspicuously in the rear view mir- 
ror and hooked electrically with the 
engine to record the number of 
hours it is running. After a certain 
number of hours, the gadget thrusts 
out a card telling what services are 
required. For example, after ten 
hours, corresponding to 250 miles of 
driving, it will warn the driver to 
check tires, water in the battery 
and engine oil. After 60 hours, it 
suggests checking the transmission, 
rear axle oil, tires and water. At 





300 hours, it adds such things as 
brake inspection and engine tune- 
up. 

In addition to its use in auto- 
mobiles, the device is also adapt- 
able for use with motor boats. The 
Servicator is small—built the same 
size as a standard rear-view mirror. 

Carter & Galantin said that Stude- 
baker was the first car manufacturer 
to make the device available to all its 
dealers. 44 


Motion Motor Maps Fit 
In Palm of the Hand 


“Trip Finder” motion motor maps 
that fit in the palm of the hand and 
work like a slide chart are available 
from Sayles-Wilson Inc., Kansas 
City, Mo. 

Designed by Dutch Airlines to give 
air-route mileage to its passengers— 
highway authorities recommended 
the maps be made for motorists as 
an aid to safety. 

The compact size of each “Trip 
Finder” map ends that “blanket of 
confusion” that covers most motorists 
when unfolding the average road 
map in the front seat of an automo- 
bile—yet full details on main motor 
routes, plus mileage to and from all 
principal cities is given in an instant, 
through a simple movement of the 
“slide-rule” insert feature. 

Each Trip-Finder map, color- 
printed on both sides, covers a sec- 
tion of the United States with more 
than 1,000 mathematical calculations 
involved in each map. They may be 
purchased individually or in a set of 
16 maps covering the entire country, 
according to the company. 

Samples and complete details are 
available. 


For your copy circle No. 709 on the 
Readers’ Service Card inside back cover 


Ad-Kerchiefs Move 
Slogans, Trademarks 


Trademarks, slogans, logos and 
product reproductions that are 
printed on Ad-Kerchiefs by Sparky 
of Chicago can really get around. 

An Ad-Kerchief is a rolled-edge 
white handkerchief — pre-shaped in 
the pocket-fold which fits a man’s 
upper-left coat pocket. The custom 
imprint is across the part that pops 
above the pocket, making maximum 
space for the copy 3” across and 34” 

Company names, slogans or mes- 
sages can be printed to popularize a 
sales theme, plug a slogan or identify 
the wearer. Logos, product reproduc- 
tions and trademarks are reproduced 
at no extra charge if a photo, line 
drawing or print is supplied. 

The price is 65¢ each on a mini- 
mum order of 36, while the cost of 


S 


~e 


1,000 and over is 42¢ each. Prices 
include individual packaging in cel- 
lophane envelopes. Extra charges are 
made for two color printing, copy 
changes within one order, individual 
boxing or 48-hour service. 
Additional details are available. 


For your copy circle No. 710 on the 
Readers’ Service Card inside back cover 


Leaflets Describe Items 
Offered by Film Container 


Literature describing plastic arti- 
cles available for advertising im- 
printing is being offered by the Film 
Container Co. Inc., Chicago. 

One of the items—an extra-large 
all-purpose Rain Hood—is made of 
polyethylene that gives 540 square 
inches of protection yet fits into a 
vinyl pouch with a colored back- 
ground for imprinting. The pouch 
when folded is only 344x14%4x2”. 

The Film Container literature also 
gives information on the “Jusnap’— 
a combination rain hood, key chain 
and coin purse—and the new “Ka- 
pronette,’ a combination apron, cape 
and rain hood. 

Containing quantity and shipping 
weight data, the literature also gives 
price information. 


For your copy circle No. 711 on the 
Readers’ Service Card inside back cover 


Tiny Steel Tape Rule 
Suggested as Premium 


A new steel tape rule that comes 
enclosed in a case only a little larger 
than a half dollar is offered as a 


a 


premium item by Master Rule Mfg. 
Co. (Middletown, N. Y.) The handy 
rule has a precision steel scale only 
4” wide. 

Weighing 11% to 2 oz., the rule is 
available in 6’ and 8 lengths. An 
etched nameplate with donor’s name 
and trademark is offered in a num- 
ber of colors. Prices range from $1.10 
to $1.93 depending on quantity and 
number of colors on the nameplate. 

44 


(] ADD PERSONALIZED PUNCH 
\TO YOUR SALES PROMOTION 


Pha 


Wiccaal ht 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers .. . Valued as business gifts! 


ALLIS CHALMERS 
ree 


‘nt 


MILLER BEER 


Your trademark, logo, slogan, or product, color- 
fully reproduced on regular or bow ties, will 
symbolize the cooperative good will that marks 
every successful business. 


Designed to your needs . . . dignified 
or flamboyant . . . this HAND MADE 
neckwear of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement, 
or any special event. Top quality in 
any quantity . . . one unit or a million! 


Write TODAY for details. Fur- 
nish ad samples and estimated 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 

320 S. FRANKLIN ST. 

CHICAGO 6, ILLINOIS 
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SPARKS 


galaxies of ‘em 
for your 


THINKER-UPPER 


... every week in 


AA 


(Advertising Age) 


the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
years (52 issues) subscription 
for only $3. Anytime you're not 


satisfied, you get your money 
back. 


Send order today to: 


ADVERTISING AGE 
Dept. AR-2 
200 E. Illinois St. 
Chicago, III. 
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‘‘ There, maybe that will cool him off!’’ 


@ High costs got you steamed up? If printing is an material, Consolidated Enamels can save you money, 


without sacrificing quality. And only your Consoli- 
dated Paper Merchants can offer these savings. Call 
him today for complete facts and free trial sheets to 
make your own test run, or write us direct. 


item, these facts may add up to a cool saving. Paper 
represents over 25 per cent of the average printing 
bill. And Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality! 

This saving is made possible by a modern paper- 
making method pioneered by Consolidated. Several 
costly manufacturing steps are eliminated, yet finest 
quality is maintained! 


ae 


TAKE A LOOK FOR youRSELF! Whether you use 
| eas ; ;' : —— ENAMEL PRINTING PAPERS 
sales lolders, catalogs or any other quality printe¢ production gloss * modern gloss « flash gloss 
productolith e consolith gloss e consolith opaque 


Consolidated Water Power & Paper Co. @ Sales Offices: 135 S. LaSalle Street ¢ Chicago 3, Illinois 
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The largest advertisement ever 
placed in the architectural trade 
press by a single client appeared 
over the logotype of the Copper & 
Brass Research Assn. last Novem- 
ber. The main purpose of the 16-page 
color ad in Architectural Record 
was to explain the advantages of 
copper and its alloys in building con- 
struction. More specifically, the en- 
gineers and architects who design 
building products and specify metals 
were reminded of copper’s range of 
applications and its combination of 
properties. 

Close attention to details, careful 
checking for technical accuracy, and 
long hours of plain hard work went 
into the preparation of the insert. 
And a number of interesting “firsts” 
developed as problems of produc- 
tion, printing, promotion and subse- 
quent merchandising were solved. 

From the outset, the length and 
complexity of the copper story dic- 
tated a “big” ad—one that would 
touch upon all major applications of 
the metal in building. Visually, the 
ad was built around the distinctive 
color tones of copper and its alloys, 
since no other group of metals is so 
readily identifiable. A newly devel- 
oped copper metallic offset ink, a 


The production story behind an unusual 16-page 
business paper insert for the Copper & Brass 


Research Assn. Because a special copper ink was 


used, paper selection became a major factor. 


1S$ 
Pages 
of 
Copper 


special mill size of high-quality pa- 
per, and overprinting black-on-cop- 
per in a single press run (for regis- 
tering) all contributed to the finished 
ad. 


> The basic format was planned after 
several discussions between the Cop- 
per & Brass Research Assn. and its 
agency, J. M. Hickerson Inc., New 
York. The agency learned that build- 
ing and construction are a major 
market for copper, accounting for 
some 10% to 15° of the industry’s 
output. 

The tendency of the architectural 
audience—made up of builders, en- 
gineers and architects—had been to 
develop a natural inertia about cop- 
per and its alloys because of “famil- 
iarity.” These men already know a 
good deal about copper; generations 
of accumulated experience have 
proved its advantages. Hence a fresh 
approach was needed to stimulate 
interest and remind the building in- 
dustry that copper was a “new” 
metal that may be used in non-tradi- 
tional ways. A new light-wall copper 
water tube, developed earlier in the 
year, had been one example of how 
proven qualities could be adapted to 
contemporary needs. 


>To present the association’s mes- 
sage, the ad was worked up as a 
series of seven two-color, double- 
page bleed spreads. The title page or 
cover would be three or four colors, 
depending on design (the agency 
finally used five). This conception 
not only would make for a striking 
ad, but would also provide an easily 
merchandisable “package” after the 
ad appeared. 

Each spread highlighted a leading 
authority in the building industry, 
who described his professional ex- 
perience with copper, and stated his 
personal views on how and where 
copper can be used to greatest ad- 
vantage. The double-page size gives 
ample space for the authoritative 
statement, and permits copy and art 
to be laid out in a pleasing visual 
composition. 

Contents of a typical spread in- 
cluded a brief biography of the man 
quoted, a heroic-size portrait photo- 
graph, halftones of important struc- 
tures he had been associated with 
and a rectangular metallic copper 
tint block overprinted with the asso- 
ciation’s copy. Carrying the tint 
block device throughout the insert 
enabled the client to present a co- 
herent running message, which com- 
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-. COPPER... 


THE BEST VAL FOR OUR MONEY" 


Typical Spread . . . Each of the seven spreads in the insert made extensive use of copper 
ink. Panel at bottom left and rules on right were printed with the special copper ink 


developed by IPI. 


bined the seven individual 
ments into a unified whole. 


state- 


> Many prospective readers, being 
architects, could be expected to have 
a well-developed artistic sense. To 
make a vivid, immediate impression 
the ad relied on color, crisp layouts, 
and design elements well-known to 
architects and engineers in the build- 
ing field. 

A montage of copper and brass 
building products was used in the 
cover design to express the utility 
and serviceability of copper. Such 
items as copper water tube, through- 
wall flashing, and radiant heating 
coils might be unrecognizable to the 
layman, but the architectural audi- 
ence would have no difficulty iden- 
tifying them. Copper & Brass Re- 
search Assn. technical advisors 
worked with the art department to 
develop a cover accurate from an 
engineering standpoint and estheti- 
cally powerful. 

The outstretched wings of an 
American eagle were partly a re- 
minder of a well-known door knock- 
er, but more importantly it helped 
to convey the cover headline, “Why 
Leading Architects, Engineers and 
Builders Choose Copper to Build 
America.” Warm copper and brass 
tones were planned for the cover to 
emphasize the decorative color pos- 
sibilities of copper alloys. For the 
background, a rich pink that closely 
matches the natural shade of a cop- 
per ingot after it leaves the smelter 
was selected. 


> Just as high visual impact was ob- 
tained with a 16-page format and 
five-color cover, so the content of the 
ad was planned to create impact in 
another way. It was felt that only 
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the opinions of recognized leaders in 
the architectural field, based on their 
actual, practical experience with 
copper, would carry the desired 


weight with their professional col- 
leagues. 

The seven men who cooperated 
were recognized as being typical of 
modern American architectural 
thinking, as evidenced by the build- 
ings they have erected. In choosing 


the individuals, such factors as na- 
tional and international stature, emi- 
nence of achievement, and varied 
experience in the field were evalu- 
ated. 

The individuals selected repre- 
sented a cross-section of the build- 
ing and construction field. Consult- 
ing, design and mechanical engineers, 
specialists in residential and office 
building construction and in the de- 
velopment of special projects, and a 
builder of private homes were in- 
cluded. Geographically, they repre- 
sented all America—the buildings 
they have built have won recognition 
in New England, the South, the Mid- 
west and on the Pacific Coast. 

Once the assurances of cooperation 
were in, the tremendous job of col- 
lecting statements and photographs 
began. The statements cover a wide 
range of applications—from plumb- 
ing, air conditioning tubing, and 
spandrels to lighting fixtures, elec- 
trical conductors and decoration. 

To supplement the testimonial 
statements, three thousand words of 
editorial-style copy were prepared 
under the technical supervision of the 
Association. This running commen- 
tary also included charts and graphs 
showing the performance of copper 
in specific applications, in relation to 
other materials. The back cover sign- 


off was intentionally kept simple. As 
a practical aid it lists technical pub- 
lications available from the Copper 
& Brass Research Assn. on specific 
architectural problems. 


>This factual, straightforward ap- 
proach in the copy was in keeping 
with the purpose of the ad, and the 
medium being used: a low-key type 
of advertisement would be far more 
effective as a “reminder” and would 
not violate the professional ethics 
of the men quoted. A hard-sell ap- 
proach would not have been ac- 
ceptable. 

Illustrations were a problem. Pho- 
tographs of individuals and buildings 
were begged, borrowed and stolen 
(temporarily) from desk tops, pri- 
vate files, scrapbooks and bureau 
drawers. In one instance the agency 
had only a few days to work with a 
picture because it was needed to 
illustrate this season’s Christmas 
cards. 

After the statements and photo- 
graphs had been gathered and edi- 
torial copy had been prepared, the 
process of checking and double- 
checking began. First approval had 
to come from the men included in 
the ad. Where minor changes were 
suggested by the client, the insert 
was re-submitted for the approval 
of the men participating. While the 
agency went over the insert for ad- 
vertising effectiveness, the associa- 
tion checked the technical details 
and gave final approval to go into 
production. 

Contacting members of the archi- 
tectural profession, preparing copy, 
collecting statements, gathering pho- 
tographs, checking, making changes 
and securing final approval were 
time-consuming. Although the proj- 
ect had been started months ahead 
of time, the deadline for the Novem- 
ber issue of Architectural Record was 
getting close. 


>It was desirable to run the ad well 
before the end of the year to avoid 
the rush of pre-Christmas market- 
ing season campaigns. With partici- 
pants located as far from New York 
as Alabama and California, air mail 
and long distance telephone were 
used to expedite matters and get the 
ad into production before the clos- 
ing date. 

Advance planning by the printer 
(Publishers Printing — Rogers Kel- 
logg Corp.) helped considerably. By 
carefully working out the order of 
color printing and running black 
over the copper metallic ink while 
it was still wet, printing time was 
shortened. Roughly 80% more time 
would have been needed if the job 
had been fed through the presses 
twice to print these two colors. At 





Whenever the job demands sharp reproduction and 
absence of “show through,” your best bet is to run it 
on ATLANTIC OPAQUE —the outstanding paper 
for quality printing. Recent improvements have 
made this excellent sheet the top opaque in its field. 
ATLANTIC OPAQUE offers you... 

s Color—The bright, attractive blue-white shade, de- 
veloped for maximum contrast to today’s offset inks, 
provides the finest background that is possible for 
all kinds of printing processes. 

= Opacity—Greatly increased opacity permits even 
heavy solid areas to be printed with the maximum 
clarity, minimum “show through”...even in the 
lighter weights of ATLANTIC OPAQUE. 

s Strength—Greater strength gives this new sheet 


put it on 


longer life, greater resistance to tearing...without 
sacrificing the famous bulk and excellent folding 
qualities of ATLANTIC OPAQUE. 

s Formation—Especially developed to minimize 
troublesome “powdering,” ATLANTIC OPAQUE’S 
formation increases printing clarity and virtually 
eliminates plate scratching. 

Always dependably uniform, ATLANTIC OPAQUE 
remains stable through sheet after sheet, ream after 
ream. This, together with exacting, careful trimming, 
reduces make-ready time...permitting steady, unin- 
terrupted, profitable runs. 

Find out for yourself how ATLANTIC OPAQUE can 
create better impressions for your business. Ask your 
Atlantic Merchant for a free sample packet today. 


Atlantic Opaque 


for business 


impressions 


that 
“take” 
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What's New? 
INDIVIDUAL WATERMARKED PAPER 


What is the Watermarked 
Copy? 
ANY NAME, DESIGN, OR TRADEMARK 


Watermark What? 


LETTERHEADS BUSINESS CARDS PERSONAL 
STATIONERY BUSINESS FORMS CHECKS FOR 
BANKS AND INDIVIDUALS OTHER VALUABLE 
PAPERS 


What's the Sizzle? 
PRESTIGE AND PROTECTION 


What Does It Cost? 


LESS THAN 34¢ PER SHEET IN 
QUANTITIES OF 1,000 


What About Samples? 


SEND US YOUR ART COPY AND THE NAME OF YOUR 
PRINTER. WE'LL GIVE YOU WATERMARKED SAN- 
PLES. NO COST OR OBLIGATION. 


How Do You Get Service? 


CONTACT YOUR PRINTER DIRECT. OR WRITE TO US 
IF HE HAS NOT YET RECEIVED HIS FRANCHISE. 


GUARANTY PAPER CO. 


1234-C Terminal Tower Cleveland 13, Ohio 
MAin 1-2365 


for more details circle 800, page 113 


Papers & Cardboards 


guarantee superior print- 


ing surface, wider, 
brighter color range, 
OT tt aoe 


Write TODAY for samples 
PUM ACM LLC 


RADIANT COLOR CO. 


830 Isabella St., 
Oakland 7, Calif. 


Manufacturers of VELVA-GLO 
Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
ATT a day 
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the same time, perfect register could 
be maintained. 

The copper ink used was developed 
by the Printing Ink Division of In- 
terchemical Corp. for offset press 
work. It had only been released by 
the IPI laboratory in September, so 
this was the first commercial job on 
which it has ever been used. Because 
the ink exhibited excellent anti-pil- 
ing qualities, the job could be run 
longer on the press without stopping 
for washups—a factor which also 
helped save time. 

For this job, the printer used one 
of the largest sheet-fed offset presses 
built, a two-color Miehle 52x76. Al- 
though press capacity is rated at 
5,500 to 6,000 sheets an hour, this 
assignment ran at 4,400 sheets per 
hour to maintain high printing 
quality. 


> The insert was run four-up. Cover 
side red and yellow were run through 
first, then the same two-color press 
was used for the pink background 
color. Finally the copper metallic ink 
and the black were printed in one 
pass through the press. 

Veteran pressmen at the printing 
plant were largely responsible for 
the high quality of the finished job. 
They whipped the tricky problem 
of making black print sharply and 
strongly on the solid copper back- 
ground, yet they did not flood the 
large size halftones. The printing 
plant foreman okayed a master sheet 
for register and color, and every five 
minutes thereafter a check sheet 
was pulled to compare with the okay 
sheet. A technician from the ink 
company stood by to make sure the 
ink was laying down well. The IPI 
man checked the ink for thickness, 
sheen, drying and adherence to the 
paper. 

To everyone’s pleasure, the job 
went off without a hitch. The ad- 
vantages of the procedure were ob- 
vious, running the copper and black 
through the press simultaneously 
eliminated a register problem and 
saved an extra impression. The ink 
and water balance, an especially deli- 
cate one in metallic printing, was 
achieved without difficulty. No prob- 
lem was created by the copper metal- 
lic ink transferring to the second 
cylinder, an undesirable feature 
which would have necessitated stop- 
ping the presses and washing the 
blankets. 


> Halftones used for all illustrations 
were prepared to the same scale and 
photographed with a single camera 
focus. Line work was shot the same 
way. Then line and halftone film 
were superimposed to make press 
plates. For high printing quality, a 
deep-etch copper-surfaced litho 
plate (Lithure) was used. 


Paper selection was important in 
the results obtained, particularly in 
using the offset copper ink. The 70- 
pound Cellugloss offset enamel (St. 
Regis Paper Co.) provided the quali- 
ties needed. The paper had to have 
strength, keep its dimensional stabil- 
ity to avoid misregister, be free from 
surface dust, and be pick-free to give 
a good print. Moisture content had 
to be to specifications to prevent 
wrinkling and misregister. 

Because the paper was a special 
large sheet size—49x72”—St. Regis 
had to make the paper to order. 
While paper was being made on the 
papermaking machine, the quantity 
of booklets was increased by 10,000. 
And the additional quantity gave the 
printer one of those last-minute 
headaches without which no job is 
complete. He was lucky to catch the 
paper-making run and get the extra 
paper in time. 

From rough art to binding and de- 
livery, every precaution to insure a 
high quality job had been taken. 
One result: offers of promotional as- 
sistance came from the companies 
and individuals who were directly 
involved in preparing and producing 
the insert. 


> Printing company salesmen will be 
using the Copper & Brass Research 
Assn. advertisement to demonstrate 
the quality of work their shop can 
turn out. The ink company requested 
hundreds of reprints for sales pro- 
motion in connection with the new 
metallic offset ink. The paper com- 
pany obtained reprints for use as 
commercial samples. And the archi- 
tects and engineers whose state- 
ments made the ad possible have 
asked for copies which they can mail 
to business associates and friends. 
All told, some 30,000 ad reprints 
were used in follow-up mailings and 
merchandising after the appearance 
of the insert. The association ar- 
ranged to send it out as a 16-page 
direct mail pamphlet to every major 
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CLEAN AS THE NEW HAMMERMILL BOND. It isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 


million dollars to invent, develop and install. This ~yet - 
extra step makes Hammermill Bond cleaner than AmMERAne, 


ever. Another reason why it prints better, types better, [3EO ND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. —and actually tess than many other watermarked papers 





Delicious 


York Imperial 


wit HAMMERMILL OFFSET 
you can print the difference 


When you print a red apple on Hammermill Offset 
it isn’t just a red apple. It’s a Rome Beauty, or a 
Delicious, or a York Imperial, or a Stayman. You 
can reproduce subtle differences in color faithfully, 
with striking realism, on new Hammermill Offset. 
It’s brighter, blue-whiter. And it’s cleaner than 
ever —the result of centrifugal cleaning equipment 
that took Hammermill a half million dollars to in- 
vent, develop and install. 


Lithographed on Hammermill Offset, Substance 80, Wove finish 
Manufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 


Rome Beauty 


Stayman 





architectural office in the United 
States. Architectural Record sent 
complete copies of the November 
issue, with the ad clearly marked, 
to a special promotional list. Copper 
producers (mining) and brass mills 
(fabricating) were also supplied with 
substantial quantities for internal 
and external company use. 
Although complete results cannot 
be measured at this time, early in- 
dications are that the Copper & Brass 
Research Assn.’s institutional mes- 
sage is creating favorable comment, 
and more important, is influencing 
an important segment of the indus- 
try’s market. 44 


Ditto Addressing System 
Uses Spirit Duplicators 


A rapid low-cost addressing sys- 
tem using direct-process (spirit) du- 
plicators and perforated gummed 
label sheets is available from Ditto 
Inc., Chicago. 

According to the company, the sys- 
tem was designed as an economical 
aid for churches, clubs, direct mail 
advertisers and other organizations 
which can’t afford the expense of 
stencil or plate addressing systems. 

By typing the addresses on the 
ruled Ditto master sheet, 30 to each 
81ox11” page, the user can duplicate 
as many copies of these addresses as 
necessary at any one time, elimi- 
nating the need of typing extra label 
sheets every time the carbons are 
used up. 

The gummed labels reproduced on 
the Ditto duplicator are separated, 
moistened and attached to the enve- 
lope or mailing piece when it is ready 
to send out. 

Another advantage of the system, 
according to Ditto, is the ease with 
which the user can rule ordinary 
master sheets himself into the re- 
quired number of spaces, and can 
purchase the perforated label sheets 
at regular office supply stores. Com- 
plete sets of ruled master sheets, 
label sheets and additional informa- 
tion are available from Ditto. 


For your copy circle No. 712 on the 
Readers’ Service Card inside back cover 


Remington Rand Develops 
Electrified Index File 


An electrified rotary card index 
file for rapid reference and posting 
operations has been developed by 
Remington Rand Inc., New York. 

Called the Kard-Veyer, the file 
contains movable which 
travel from either direction and 
which bring the required tray to the 
reference area from either above or 
below. 


shelves 








Equipped with chair and posting 
board, the automatic index is de- 
signed to form a complete and com- 
pact work station at which the oper- 
ator can perform all normal filing 
and posting activities, the company 
says. 

In addition to the basic unit, Rem- 
ington Rand can supply: ( 

e A foot switch that enables the op- 
erator to have both hands free for 
filing. 

e A high-low operating switch which 
will bring one carrier full of trays to 
the center at convenient standing 
height. 

e A push-button selector that brings 
the desired tray directly in front of 
the operator. 44 


Offers Temperature Chart 
For Conditioning Paper 


When paper comes into a plant in 
cold weather, it needs time to warm 
up before it runs, according to a con- 
ditioning chart offered the customers 
of the Mead Corp., Dayton, Ohio. 

Easy to read, the graphic tempera- 
ture conditioning chart gives a range 
in “warming” time of from five to 
115 hours, depending upon the 
amount of paper and degree of tem- 
perature required. 


letters 
look 
better 


For instance, if six cubic feet of 
paper were delivered in weather 10 
degrees colder than the pressroom 
temperature, it would need five hours 
of “warming” time before it was 
opened. However, 96 cubic feet of 
paper delivered at the same tempera- 
tures would require 15 hours of 
“warming” time to reach the same 
10 degree balance. 44 


New Laminator Fits 
On Corner of Desk 


Announcing the development of a 
new desk model, a folder by the Vir- 
ginia Laminating Co., Amelia, Va., 
says it is now possible to laminate 
in a space no larger than a desk 
corner. 

Only 20x18x1612” in its over-all 
dimensions, the desk-size laminator 
weighs approximately 100 pounds, 
and can be operated from a standard 
plug outlet. 

The company suggests its new 
desk model laminator for use in 
menus, ID cards, blueprints, draw- 
ings, documents, clipping, posters, 
maps, photographs, sheet music, 
counter cards, etc. 

The price is listed at $895, accord- 
ing to the folder. 


For your copy circle No 
Readers’ Service Card inside t 


on brighter, whiter 


WESTON BOND 


Just tell your printer to use brighter, whiter 
Weston Bond for your letterheads and match- 
ing envelopes. This fine rag content paper 
costs no more yet makes a striking difference 
in appearance and performance. 
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Technique . . . Modern press cuts and 
creases cartons from roll web. This Mer- 
cury press is one of the latest designs used 


by General Foods in carton cutting. 


Machinery . . . Still a long way from the 
breakfast table, Post Toasties packages are 
manufactured on machines like this, of 


which only a section is shown here. 
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Revolution in Packaging . . 


i HH sg | My 0 


= wr 


\ as (’ | ein A) 


Tin 


. Among many other influences, packaging has 


played a big role in the changing appearance of the old time ‘‘cracker barrel’ 
general store (left) into the modern, streamlined supermarket (right) . 


PACKAGING 
A Potent Sales Aid 


How «a leader 


Jell-O, Postum, Baker’s Chocolate, 
Grape-Nuts, Log Cabin Syrup, Max- 
well House Coffee—all these General 
Foods products appeared on the mar- 
ket before the turn of the century. 
In the past five decades, especially 
during the last 30 years, increasingly 
better packaging materials and tech- 
niques have enabled General Foods 
and other processors to make rapid 
strides in packaging an ever larger 
variety of foods. Packages in use 
today: 

e Protect product quality until use. 
e Are economical to form and fill 
on high-speed machinery. 

e Assure economical handling and 
shipping. 

e Arrive at grocery stores in good 
condition, and can easily be stacked 
on shelves. 

e Are attractive to the consumer 
and easy for her to spot. 

e Have convenience features to sat- 
isfy homemakers. 

If there is any one place where 
packages for General Foods’ prod- 
ucts are born, it is in the Packaging 
Research Laboratory at the Central 


in the packaged grocery industry uses 
development and testing to overcome proble 
the packaging of liquids, frozen foods and 


ms 
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Laboratories in Hoboken, N. J. As 
the corporation’s consultants on 
packaging problems, the Packaging 
Research Laboratory provides a res- 
ervoir of technical knowledge on 
packaging problems and acts as a 
clearing house for packaging infor- 
mation at General Foods. This means 
that Packaging Research people 
must: 

e Keep up-to-date on packaging 
materials and package types which 
might conceivably be useful to Gen- 
eral Foods. 

e Be active in such trade associa- 
tions as the Packaging Institute. 

e Become personally acquainted 
with as many of the better suppliers 
of packaging materials as possible, 
so these suppliers will naturally turn 
to GF when they have something 
new to offer. 

Packaging Research also cooper- 
ates closely with production people 
in recommending new or alternate 
packaging materials which will func- 
tion well on existing equipment. 

All of the many projects in the 
Packaging Research Laboratory can 





at General Foods 


be classified under three main head- 
ings: 

e Basic packaging research 

e Package development 

e Service testing 


> Basic packaging research .. . in- 
cludes studying the fundamental re- 
lationships among the properties of 
the packaged material (the GF prod- 
uct), the packaging materials, the 
storage conditions under which they 
exist, and the test methods by which 
packaging research technologists try 
to predict shelf life. 

Packaging researchers collect data 
on how the product and package 
withstand the rigors of accelerated 
storage tests for a reasonable period 
of time—usually the number of days 
or weeks that a similar commercial 
product will withstand. 

There is often additional encour- 
agement from field storage tests 
where the product has been stored 
in a Houston or Jacksonville ware- 
house, for at least a year, and prefer- 
ably over two summers. In cases 
where moisture transmission is the 
only problem, researchers hope 
eventually to be able to predict how 
long a package will last without 
spending a year and a half on field 
storage tests. 


> Package development... the prob- 
lem may be to develop a package 


for a new product, to find a better 
package for an existing product, or 
to develop a more economical pack- 
age. Package development work us- 
ually begins with moisture equilib- 
rium and caking studies on the 
product if this information isn’t al- 
ready available. 

Packaging development draws on 
the fund of knowledge of packaging 
materials and the properties of such 
various package types as envelopes, 
lined cartons, spray containers, cans, 
bottles, etc. While due consideration 
is given to types of packages that can 
be made on conventional or standard 
machinery, packaging technologists 
by no means limit their thinking to 
packages already on store shelves, 
or even to new types suggested by 
suppliers. Often they try a little in- 
venting of their own. 

Once a supplier has submitted sam- 
ples of his proposed packaging ma- 
terial and these have been run 
through standard test procedures, 
packaging research people obtain 
enough material for a machine run. 
This run may be made at one of Gen- 
eral Foods’ plants, or at the plant of 
a machinery manufacturer or a con- 
tract packer. 

In some instances, where it’s nec- 
essary to develop new machinery or 
modify standard equipment, trial 
runs are usually held at GF’s ma- 


chinery development department in 


Battle Creek. 


>As liaison between suppliers of 
packaging materials and those GF 
people searching for new and better 
product containers, purchasing peo- 
ple—in both GF’s operating divisions 
and the corporate service department 
at headquarters—play a major role 
in package development and _ pro- 
curement. 

Among purchasing’s contacts are 
untold numbers of suppliers who can 
help GF judge, at an early stage in 


Behind the Story 


Here’s the story behind the tremen- 
dously complicated packaging program 
at General Foods Corp. Told in General 
Food’s own words, the story has been 
digested by AR’s editors from General 
Food's special packaging issue of the 
GF Technical Quarterly. 

The special issue of the quarterly 
drafted by Franklin Baker, Birds Eye, 
Associated Products and Post Cereals 
divisions; the corporate purchasing, 
traffic and marketing departments; and 
GF’s homemaker testing service and 
General Laboratories—was edited by 
Percy P. Pratt of the manufacturing and 
engineering department and W. M. 
Tucker of the research and development 
department. 
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Results of Packaging Program .. . 


packages showing General Foods package designs introduced in 


package development, whether vari- 
ous container possibilities are prac- 
tical. From their wide knowledge of 
packaging materials and techniques, 
purchasing people often recommend 
that one container suggestion or an- 
other be ruled out even before sup- 
pliers are checked. 

Working along with research and 
production people, purchasing helps 
select what adds up to be the right 
container for the new or existing 
product. Then comes the job of pro- 
curing the necessary packaging ma- 
terials at proper prices. It’s here that 
compromises in design, form, pack- 
ing equipment, etc., are frequently 
made. If the price factor eliminates 
what seems to be the best container, 
then it’s purchasing’s job to come up 
with alternate materials that will be 
as satisfactory. 

When the exterior design of the 
package has been settled, purchasing 
people again check with suppliers to 
make sure that neither the colored 
inks, paper and carton board stocks, 
nor the printing process chosen will 
harm the product in any way. Odors 
from printing inks, for example, can 
seep through a package and give the 
product a displeasing odor when the 
package is opened. Only by collab- 
orating with the packaging industry 
—with purchasing as GF’s chief liai- 
son—can GF be sure that it’s prod- 
ucts will continue to be contained 
in better, more convenient and eco- 
nomical packages. 


> Service testing ... Few consumers 
realize when they take a new Gen- 
eral Foods’ product from their gro- 
cer’s shelf and put it in their shop- 
ping cart that months—even years- 
of research and testing stand behind 
that product. In hopes of securing 
shelf space for a new product, it 
oiten seems desirable to create a 
thin package so more can be stocked 
on a shelf. Too thin packages tend to 
fall over, however, and the same is 


68 « ar ¢ February 1956 


Pictured are two groups of 


rT ae 
Tae 


ap 
we: 
> 


= 


true of containers where proper at- 
tention hasn’t been given to creasing 
the glue flaps or to the performance 
of the glue, glue rolls, and the com- 
pression sealers. 

As illustration, let’s take the de- 
velopment of a package for the As- 
sociated Products Division’s Minute- 
man Instant Frosting Mix. This 
frosting mix, extremely sensitive to 
moisture, has two separate compo- 
nents and a relatively high specific 
weight. The anticipated marketing 
unit was 24 ten-and-a-half-ounce 
packages per case. There was no ex- 
isting equipment to package the 
product, and the mix required hu- 
midity controls in the packaging 
room. 

Results of a survey of packaging 
equipment made by Associated Prod- 
ucts Division indicated a Transwrap 
machine was the best equipment 
available at that time. This machine, 
however, was unsatisfactory because 
of its relatively low speed, imprac- 
tical size of container, and air en- 
trainment resulting in leakage of the 
product. 

In deciding on the correct package 
size and most suitable container 
medium to use, both hand packs and 
machine packs were prepared. After 
a prolonged series of tests, Central 
Labs’ researchers recommended an 
aluminum foil laminated, polyethyl- 
ene coated, heat seal paper stock. 


>Since a certain amount of air en- 
tered the product during packaging, 
it was extremely difficult to eliminate 
the pillow effect when the envelopes 
were filled. GF’s Machine Develop- 
ment Department in Battle Creek 
suggested modifications to the ma- 
chine, which minimized this pillow 
condition. 

Because two envelopes are inserted 
in one carton, there also was the 
problem of having enough extra 
space in the carton so the envelopes 
could be inserted without forcing, 


1955. At left is Minute Tapioca package with three different 
dessert illustrations. Right shows lively cereal packages. 


which might break the lamination 
and seal. Since the bulk density of 
the product was high and the enve- 
lopes didn’t fill the carton completely 
or uniformly, it was necessary to use 
a carton board stock heavy enough 
to provide adequate strength to pre- 
vent a bulging condition. 

This was a simple task for cases 
holding 24 cartons—the design was 
two layers of two rows of six cartons 
on end. For cases containing 36 and 
48 packages, though, the problem was 
more complex. It took some time to 
devise a shipping case for the larger 
quantities which used the least 
amount of board, yet still provided 
easy palletization and storage, and 
had a pleasing appearance. 


> Package design plays an important 
role in equipment speeds. As illus- 
tration, take the Log Cabin Syrup 
bottle. Its elliptical shape necessitates 
the use of a spot label rather than 
the wrap-around type. This feature 
reduces line speed by almost a third. 

Even with realistic estimates, spe- 
cial problems may occur once the line 
begins operating. The design of the 
Log Cabin bottle, for example, has 
led to difficulties in meeting label 
weight and head space requirements. 
Syrup is filled at 180 degrees Fahren- 
heit, and the amount of head space 
left after the syrup cools is exagger- 
ated because of the long, slender 
neck. The problem is further compli- 
cated by the fact that the supplier 
must be allowed some latitude be- 
low and above the standard bottle 
volume. It appears that the final so- 
lution will have to be a compromise 
of cost and design. 


> Manufacturing a top quality line of 
ready-to-eat cereals and soluble 
cereal beverages is but one part of 
the job to Post Cereals Division in 
Battle Creek—General Foods’ largest 
operating unit at one location. All 


Post Cereals’ products, especially 
such pre-sweetened cereals as Sugar 





Crisp and Corn-fetti, require mois- 
ture protection. 

Post Cereals controls the moisture 
content in its cereal packages with 
two protective barriers: the waxed 
inner sack and the tightly sealed 
waxed overwrap. Once the carton 
has been opened, the protection of 
the outer wrap is destroyed, of 
course, but refolding or rolling up 
the top of the inner bag usually keeps 
the cereal fresh until the package is 
empty. 

Moisture absorption can be a prob- 
lem with Postum, too, as it may 
cause caking. Glass jars, however, 
with a glued inner seal beneath a 
screw-on top, make an air-tight con- 
tainer for Instant Postum, and a 
screw-on lid provides an excellent 
reclosure which protects the product 
from absorbing moisture after the 
jar has been opened. 

Color protection is sometimes nec- 
essary before a package can be con- 
sidered adequate. GF found Post’s 
Sugar Crisp could not be packaged 
in transparent cellophane bags alone 
because excessive exposure to sun- 
light caused unsightly discoloration. 
An opaque chipboard carton and foil 
overwrap eliminated this trouble. 

An adequate GF package also 
gives a certain amount of physical 
protection to the product. Cereal 
flake particles are vulnerable to 
breakage, and Post tries to avoid the 
undesirable fines and lower level of 
the fill that occur with breakage. To 
keep physical damage to a minimum, 
Post Cereals’ cartons are designed 
with the proper choice of board so 
the container will be rigid enough 
to protect against any rough hand- 
ling it may experience. The inner 
sack also gives a certain degree of 
protection by its cushioning action. 


> With the exception of Grape-Nuts 
and most small packages in Post- 
Tens, all Post Cereals cartons are 
lined with waxed paper. This is a 
cereal grade glassine sheet, with a 
25 lb. base paper paraffin waxed to 
31 lbs. The overwrap—a 25 lb. sul- 
phite paper paraffin waxed to a final 
weight of about 38 lbs.—is folded 
around the package. 

These three separately formed 
containers—a sealed bag containing 
the food, a sealed carton in between, 
and a sealed wax overwrap—make up 
Post’s well-known Trip-L-Wrap 
packages, unique in the cereal in- 
dustry. For all of Post’s regular 
cereals—Grape-Nuts Flakes, Post 
Toasties, 40% Bran Flakes and 
Raisin Bran—the Trip-L-Wrap pack- 


age has proved more than adequate. 


> Basically, the packaging story of 
GF’s Birds Eye Division includes 
the same chapter and verse that 
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SURVEY PROVES 
EVERY CONTAINER 
SHIPPED IS SEEN 
BY UP TO 
1100 PEOPLE 


New Free “Advertising on Container” 
Book Now Available 


If your company uses shipping containers, 
this new book is a gold mine of valuable in- 
formation. ‘‘Advertising on Containers,”’ is 
packed with detailed information on how to 
take full advantage of shipping containers as a 
medium for highly effective low-cost adver- 
tising. It presents results of surveys and studies 
on the subject. It contains many ideas for pre- 
paring container advertising. Some of the 
country’s leading companies have benefited 
greatly from Stone’s ideas on container ad- 
vertising. You can too. 


THIS FREE BOOK 


tells you about it! 


AR 26 


STONE container corporation 


4202 W. 42ND PLACE « CHICAGO 32, ILLINOIS 


Without obligation please rush me your new FREE 
Book, ‘“‘Advertising on Containers.”’ 
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Plants and offices in most principal cities 


. for more details circle 847, page 113 
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SERVICES 


Pint-sized and appealing in three colorful 
dimensions this miniature lion opens 
mouths for Jell-O wherever he's seen. 
SEBASTIAN MINIATURES @® can do the 
same for your company or client. Custom 
designed and carefully manufactured they 
are unique sales promotion tools... ideal 
anniversary souvenirs . . . the perfect 
Christmas gift in the best of taste. 


For FREE SAMPLE FIGURINE 
and illustrated brochure write on 
your letterhead fo: 


Prescott W. Baston, President 


SEBASTIAN STUDIO, ine. 
Marblehead, Massachusetts 
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Buyers who read 
and 
Readers who buy 
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$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 
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every other General Foods’ operat- 
ing unit could relate. But there are 
two extra attributes particularly es- 
sential to success in packaging frozen 
foods that the Birds Eye people 
stress. These qualities are reliability 
and flexibility. 

Today Birds Eye packs more than 
60 different retail products in 18 
company-owned plants. This doesn’t 
include, of course, an almost equal 
number of institutional-sized packs 
and bulk items. Nor does it include 
the co-packer operations which fill 
a portion of Birds Eye requirements 
each year. Fourteen plants scattered 
from Caribou in Maine to Santa Cruz 
in California pack fruits and vege- 
tables alone. The seasonal nature of 
many Birds Eye products makes a 
difference, too. For many items, har- 
vest time is only a few weeks during 
the year. This combination makes 
completely reliable and flexible 
packaging operations essential. 


> Fundamentally, Birds Eye pack- 
aging lines consist of machines which 
form, fill, close and wrap waxed 
cartons. In some instances, a single 
machine (Marapak end-opening 
type carton) performs the first three 
operations. In other lines, separate 
machines (mechanically locked, top- 
opening type cartons) perform each 
function separately. 

The Marapak end-opening carton, 
for example, is used for such free- 
flowing products as peas in plants 
like the Walla Walla, Wash., instal- 
lation where a high volume of free- 
flowing products is packed. At 
another plant, where broccoli, cauli- 
flower, and asparagus are hand- 
packed, peas may be packaged best 
in top-opening mechanically locked 
cartons since the same packaging 
equipment can be used for both types 
of operations. 

Because of the variety of products 
packed, it’s common practice for 
Birds Eye to move packaging ma- 
chinery to several different line lo- 
cations within a plant during a single 
season. And with the seasonal nature 
of Birds Eye’s business, it’s often 
necessary to ship packaging equip- 
ment—wrappers, formers, closers, fil- 
lers, etc.—_from one plant location to 
another. The Marapak machines used 
for peas in Walla Walla in July, say, 
will almost certainly find their way 
to Nampa in Idaho by September for 
the baby lima bean season. 

Quite frequently, several products 
are packed in the same size and style 
of unprinted carton, and a roto- 
gravure printed waxed overwrap is 
used to identify the product. These 
same waxed overwraps are fre- 
quently designed to fit two or three 
carton sizes, and are made even more 
flexible by employing a layout that 


will work interchangeably on the 
different makes and models of wrap- 
ping machines encountered from 
plant to plant. 


>There are several ever-present 
problems in Birds Eye packaging. 
One of the biggest is the reduced 
seal strength of waxed overwraps at 
froster plate temperature (minus-28 
degrees Fahrenheit). A wax formula 
for coating overwraps that will yield 
a completely satisfactory fibre tear- 
ing bond at these low temperatures 
has yet to be identified. And the 
problem of water and its effects on 
carton board stiffness is always with 
GF. As nearly all products are 
packed wet, Birds Eye must con- 
stantly guard against water absorp- 
tion and softening of the carton 
board. 

From the marketing standpoint, 
how does General Foods make sure 
its packages get attention? Over the 
years General Foods has established 
brand identities for many of its prod- 
ucts which, even though there are 
superficial changes in package de- 
sign, still remain strong. The Max- 
well House cup with its last drop, 
the bold, red Jell-O logotype on 
gelatin and pudding packages, the 
Indian Chief head on the Calumet 
Baking Powder can, the Log Cabin 
tin—all these identify GF products. 

Where there are a number of dif- 
ferent products in a line, clear and 
unmistakable family resemblance is 
a vital feature of brand identity. 
That’s why logotypes are used in 
similar positions and the same trade- 
marks appear, in various sizes per- 
haps, on such GF product families 
as Post Cereals, Swans Down mixes, 
Jell-O products, Baker’s Chocolate 
items, and Birds Eye frozen foods. 


> Unreasonable as it may seem, to 
many a consumer today the package 
is the only difference between com- 
petitive products. The average busy 
woman reacts against having to 
spend unnecessary time looking for 
products she wants, and when she 
gets home she wants to have what 
she thinks she has. Just as she will 


“He’s mad because the boss wouldn't 
give him a pay raise.” 





not make repeat purchases of un- 
satisfactory products, so she will not 
continue to buy poor packaging if 
a competitive brand offers a similar 
product in what appears to be a sat- 
isfactory container. 

Woe be to the product when a 
package doesn’t come open by using 
the directions. The consumer may 
grin and bear it—but more likely 
she’ll buy another brand next time. 
Homemakers welcome many features 
which make it easier to open or use 
containers. The homemaker is an- 
noyed at the perforated openings 
that break her fingernails when she 
tries to “press here.” She objects to 
“cut here” and “tear up top” open- 
ings which don’t provide protection 
for the contents left in the container. 


>Key-type openers are especially 
unpopular on such hard-to-open 
cans as sardine tins, but they are 
tolerated by consumers on coffee 
cans because of the replaceable lid 
feature. Tin containers like evapo- 
rated milk cans, which cannot be 
opened with a standard can opener, 
are another nuisance, as are the 
small openings on spice cans and 
circular openings on cocoa cans 
which make teaspoon and tablespoon 
measurements difficult. 

The homemaker expects the labels 
on products which are themselves 
major ingredients to carry one or 
more recipes appropriate for their 
use. She would like the dry yeast 
envelope to have a basic roll recipe; 
packaged meats to have basic direc- 
tions for cooking the particular cut 
(many women would try more dif- 
ferent cuts if they knew what to do 
with them). These and many other 
types of recipes are still being hoped 
for by the consumer. 

All-around labels on glass con- 
tainers are not popular with the con- 
sumer. Her reason? She doesn’t 
want to hit bottom unexpectedly. A 
label with a transparent panel might 
be the answer to the warning to re- 
stock that she needs. And she will 
thank the manufacturer who gives 
it to her. 

The consumer is happy with the 
packaging that has kept pace with 
the many and varied changes in food 
products. But she is constantly look- 
ing for more—those extra dividends. 
She wants extra measuring devices 
on containers—like the mark on Cer- 
to bottles that measures one-half, 
the stick of butter that equals one- 
half cup, the stick of pastry mix 
just enough for one crust. She would 
also like cake mixes to contain cake- 
pan liners for her use, and pepper 
to be packaged in spout and table 
shaker containers. 

At General Foods, home econo- 
mists and researchers—in the con- 


sumer service department and at 
Central Laboratories—are trying 
day-by-day to give GF products 
the packaging improvements con- 
sumers desire. There are more 
than 40 trained home economists, 
for instance, in the new _ con- 
sumer service department kitchens 
at General Foods’ headquarters 
in White Plains, N. Y. On the pro- 
duction line or in the office, at the 
warehouse or in the laboratory, there 
are a host of people behind each and 
every General Foods’ package. 44 


Bradley Offers Price Sheet 
On Hinged Plastic Boxes 


A price and specification sheet on 
rigid plastic, hinged boxes is avail- 
able to admen from Bradley Indus- 
tries, Chicago. 

Besides the price lists, the Bradley 
folder gives size, color and shipping 
weight information on 30 different 
hinged plastic boxes. 

The folder also tells of Bradley’s 
new method of packing to accommo- 
date repacking and handling by the 
customer. 


For your copy circle No. 702 on the 
Readers’ Service Card inside back cover. 


Clopay Offers Loose-Leaf 
“Fact-Folder” on Clopane 


Containing information on Clopane 
—a transparent vinyl film—a loose- 
leaf “fact-folder” is available from 
the Clopay Corp., Cincinnati. 

Designed to give complete packag- 
ing information on Clopane, the 
folder lists each grade of the vinyl 
film separately with the physical and 
chemical properties and suggested 
uses. 

Samples and prices of the Clopane 


grades are also included. 


For your copy circle No. 703 on the 
Readers’ Service Card inside back cover 


Simulated Wood Grain . . . This ship- 
ping carton for Revere Camera Co. (Chi- 
cago) tape recorders was designed with 
bold colors and a simulated silver wood 
grain to create a substantial and ‘‘perma- 
nent’ effect for the package. Made by 
Stone Container Corp. (Chicago), the 
corrugated box was printed in black and 
red and features a stylized design resem- 
bling a tape recorder dial. 


THILCO PRINT-DECORATED 
PACKAGING PAPERS 


GIVE YOU THE LOWEST COST 
ADVERTISING SPACE 


YOUR MONEY CAN BUY! 


Thilco DECORATED packaging papers 
reach vast new audiences at little extra cost 
than plain protective papers—and they com- 
bine “personalized” brand name identification 
with these important functional qualities: — 


FUNCTIONAL SALES APPEAL: Thilco print 
DECORATED papers give products new 
merchandising values in product identifica- 
tion, prestige, eye-appealing attraction and 
simplified inventory control. 


FUNCTIONAL PROTECTION: Thilco’s complete 
range of protective papers can be PRINT- 
DECORATED. These include papers for 
Waterproof protection, prevention of Mois- 
ture-Vapor transmission and Grease or Oil 
penetration — as well as numerous other 
specialty grades, general wrappings and bags. 


FUNCTIONAL WRAPPING: Thilco papers are 
specially adaptable to all methods of wrap- 
ping and covering — including automatic 
machine wrapping, bundling, hand wrap- 
ping, box covering and bags. 


For maximum sales and advertising impact 
... low cost brand name identification, in- 
vestigate the DECORATING possibilities of 
Thilco Functional papers today. 


Thileo FUNCTIONAL papers: 


Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bogs. Write for sample kit. 


THILMANY PULP & PAPER COMPARY | 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO « DETROIT » MINNEAPOLIS * CINCINNATI 
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MONSEN 
proofreaders are skilled 

Deli ae Be ae lee | specialists. They give the 
MONSEN MONSEN MONSEN \ final check that assures 
Black-on-White Transparent Trans-Adhesive typography as perfect as 
Impressions Impressions... Impressions... men, metal and machines 
are clean, sharp, m 6 excellent for the perfect answer ; can make it. 
smear resistant, conversion from to many paste-up 
always square. letterpress to offset. problems. 


4 


- 


MONSEN . MONSEN MONSEN 
ad reprints, gives you personalized attention. ! 

letterpress, g You are assigned a personal 

offset... . Account Service Man 

produced by . ... always at your service 

master SS in the plant. 

craftsmen in : "an 4 46MONSEN 

three maintains over 750 
specialized type styles in mono, 
departments. so lino and foundry. 


offers more than 
40 foreign types 
.. and experts to 
set them from your 
translation. 


Be boy bhg ty rail ? 


MONSEN MONSEN 

starts your jobs “‘right now’’. . . whenever i specializes in ‘in today—out 
they arrive, day or night ... and they tomorrow” service for 

move fast. You can depend on Monsen out-of-town clients ...and pays 
craftsmanship and service to give you | the postage both ways. Ask for 
what you want when you want it. our “Type by Mail” Kit. 


MONSEN-CHICAGO 


J, Please send me the Monsen Type Caster that makes copy scaling easy. 
22 East Illinois Street, Chicago 11 . ? 


~ | understand there is no cost or obligation. 
SU perior 7-1223 . 





MONSEN-LOS ANGELES 
928 South Figueroa St., Los Angeles 15 
TRinity 8754 


MONSEN-WASHINGTON, D.C. ' aff - 
509 F Street, N.W., Washington 1, D.C. ot ADORESS 
NAtional 8-1900 . 


NAME 





COMPANY 


CITY 
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In the “old days” no one dared to 
use more than one typeface on a 
job. But today’s typographers 
have become artists in the mixing 
of display typefaces for effect. 
The author presents several do’s 
and don'ts for getting strong 


effects with mixed faces. 


By G. H. Petty 


The first thing that captures a 
reader's attention when a piece of 
printing comes before his eyes is the 
blackest, the most prominent spot on 
the sheet—usually an illustration or 
a heading. Which of these has the 
greater value has never been proved 
to everyone’s satisfaction, even 
though the old adage, “a picture is 
worth a thousand words,” is quoted 
every day and honestly believed. I'll 
not argue that point; the problem be- 
fore us deals with headings and not 
illustrations. 

To catch a reader’s attention the 
heading must be interesting copy- 
wise and appearance-wise. Copy is 
not the designer’s concern; he must 
work with the material furnished and 
make the most of it. To capture at- 
tention one or more words are us- 
ually set in a different or larger type, 
reversed, set on a slant, curved or 
given some other distinctive treat- 
ment. In many cases, especially in 
these days of offset, hand-lettering 
is employed to obtain the effect 
desired. 


> Hand-lettering has its place, a big 
one; in fact, it is more versatile than 
type and therefore of more value. It 
can be twisted about, shaped to fit 


MIXING for 


EFFECT 


the whim of the artist or the de- 
mands of the occasion. It has an 
individual, distinctive touch, whereas 
type must be used over and over 
again and made to fit into many 
situations. 

The charm of ancient manuscripts, 
done before the advent of printing, 
can be attributed to the fact that 
they were done by hand. The indi- 
vidualism of the scribe was injected 
into them. They had none of the cold, 
even regularity or sameness of type. 
The little inaccuracies of the scribe, 
invisible to the casual eye, were 
beautiful beyond description. 

Type — which had its birth on a 
drawing board as a_ hand-drawn 
alphabet—can be made effective as 
headings. By mixing various faces, 
sparkle and a change of pace can be 
projected onto the page and warming 
results obtained. 

In the old days—the early 1900's, 
we'll say—no one dared use more 
than one face in a job. Later on the 
more daring of the young fellows 
inserted another—probably in a 
heading — and a new era was born. 
The old masters, smug on the thrones 
of their reputations, refused at first 
to be interested. But the public re- 
sponded. Later a third face was 
added, then another. Today there are 
no rules; everything is done to fit 
the mood of the piece, be it a news- 
paper ad or a deluxe direct mail 
folder. 


>What are the advantages of mix- 
ing type? 


1. It draws attention to the key word 

puts over the meaning of the mes- 
sage much as a public speaker when 
he makes a gesture with his hands or 
raises his voice. 


2. It excites interest—captures the 


reader’s eye with that all-important 
first impression. 


These are essentially the effects 
sought by the hand-letterer, the only 
difference being that he can inject 
that before-mentioned hand touch, 
can widen each of the letters a wee 
bit (unnoticeable to the naked eye) 
or condense them to fit the required 
space, while the compositor must 
confine himself to hard, unstretch- 
able, uncondensable metal. (Oh, yes, 
there are lots of tricks which the 
skilled compositor knows and uses 
letterspacing, shaving or mortising 
characters and all that—but he is def- 
initely limited.) 

The freedom which features all 
good design today provides a great 
deal of latitude. Air between lines, 
uneven margins, units thrown off 
center—these give the designer the 
space in which to grow, to do things 
with type. 


> First consideration should be given 
to the many variations possible with 
a single font of type—eight of them: 


USING 
Type Faces 
TO FULL ADVANTAGE 
Requires 
complete 
Familiarity 
with 


ALL OF THEM 


The first step away is a combina- 
tion of roman caps and italic lower- 
case: 

Investment Theory 


This will do a fine job many times. 
But don’t get ambitious and try the 
opposite: 


Investment Theory 


Companion to these is a combina- 
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Effective Mixing . . . These examples, set 
Cl RC [ E C i TY Outlet by AR’s printer, Haywood Printing Co., 

Lafayette, Indiana, show what can be 

achieved by mixing different typefaces. 
Lydian Bold with Lydian Cursive 


The ART of the Printer 


tion of different weights, all of them 
Bodoni bold, Bodoni bold italic with Ultra Bodoni 


of the same series: 


LET US GET UP AND GO! 


to those who HUS€ Color Transparencies > Going a little further one may find 


two groups: those obtained by simi- 
lar faces and those obtained by con- 
we uUdavrantee trasting faces. These, in turn, may be 
& Q lJ A [ | T Y broken into two groups: contrast ob- 
tained by weight and contrast ob- 

oe fs 0 tained by size. 

Goramond bold italic with Alternate Gothic In the first group may be found 
such combinations as Onyx and Bo- 
doni or Futura and Alternate Gothic 
In the second may be found Caslon 

T . G is 540 — Futura or Stymie Light and 
Trafton. 

e D 19-100 WSF, SI ne. Some mixtures must be scrup- 
ulously avoided. For instance: Gara- 
mond Old Style Italic and Bodoni 
Bold Italic. There is sufficient differ- 
e ence in weight for contrast, but one 

is an old style face and the other a 
th eC i e oe rm STO ry modern face, the ascending and 
descending characters vary in height, 
20th Century light with 20th Century ultra bold and ¢ ye » the a is dif- 
erent. e result wou e incon- 
gruous and not companionable and 


friendly. 
th fz ‘ Faces that are of almost the same 
desi d har ize well to- 
THE OUW Or rist RALLY esign do not harmonize well to 


4 


Huxley Vertical with Bank Script. = —=—E> 


gether. Bulmer and Bodoni may be 
listed in this category. However, a 
= Piet large size of caps and lowercase Bul- 
mer and a smaller size of Bodoni all 
caps may be found to give satisfac- 
tory effect. 


. 
J d 1) S fo } the >Types of nearly the same weight 
a / 


Tempo bold with Coronet bold 





and size may not do. Bookman and 
Futura Medium may be cited in this 
connection. 

Occasionally type faces can be 


A T V / found that express the spirit of the 
C | E T o word. Occasionally a seldom used 


face—one of those collecting dust on 

galleys at the back end of the shop— 

Caslon Oldstyle with Franklin Gothic can be resurrected and used for de- 
sired appearance. In fact, there has 

been a steady increase in the use of 

THE GATE wo ° 5 COMPA NY antiquated faces in recent years. As 
an entire head many of them are 
hard to read, but when used in com- 


bination with others for emphasis or 
HA RR y BIRD A ND COM PA N Y effect—one or two words—dramatic 
, results can be obtained. 

Often, too, an artist may find it 
expeditious to use type proofs for cer- 
= tain of his jobs. By cutting and past- 

iY ing many delightful and resultful 
AY ) variations can be obtained. Ingenuity 
counts for much—there! 
NEW “~~ & ea U ty FOR ALL There are many, many combina- 
il tions, never before used, that can be 
brought to light. 44 


20th Century light with 20th Century ultra bold 


20th Century light italic with Flash bold 


Eusebius with Bernhard Cursive 
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Presenting 


LINOTYPE TRADE GOTHIC 


A new Gothic series—an American form of sans serif —has 
been completed with the cutting, by Linotype, of Trade 
Gothic with Bold from 6- to 14-point, including odd sizes. 

With the Extra Condensed (Nos. 17 and 19) and the 
Condensed (Nos. 18 and 20) versions, the new cuttings 
provide this versatile face in a wide range of widths and 
weights from 6- to 36-point. For economy, light and bold 
weights are combined on the same matrix. 

In design, Linotype’s Trade Gothic may be described as 
the plainer American form of sans serif, in contrast to the 
European and more stylized form as represented by Lino- 
type Spartan in its various weights. 

Trade Gothic offers new opportunities for welcome varia- 
tion from more rigid sans serif forms, and provides a means 
to combine typographic excellence with space economy. It 
is a sophisticated face and should be very useful for quality 
advertisements, artistically designed catalogs, and drug and 
style promotions as well as for a wide range of commercial 


CURARINE SODIUM 


For abdominal surgery. Intra- 


venous injection of 3-5 cc. 
of Curarine Sodium effects 
full operative and postop- 
erative relaxation of lower 
abdominal muscles. Quiet 
postoperative comfort will 
be an immediate result in 
all nervous cases. Abdomi- 
nal distention is entirely 
eliminated by the correct 
use of Curarine Sodium. 


Curarine Sodium causes no 
untoward side effects, and 
there are no contraindica- 
tions to its constant use. 


printing, including packaging and labels. 

We have prepared a 20-page booklet on the Extra Con- 
densed and Condensed Trade Gothics, and specimen show- 
ings of the new cuttings. Just write us on your letterhead 
and we'll be glad to forward copies promptly. 


Specimens below are 12-point. 


: LABORATORIES INC. 
Trade Gothic Extra Condensed (No. 17 : eR 


LINOTYPE faces are standard thro 123 


A Note the reading 
Trade Gothic Condensed (No. 18) 


LINOTYPE faces are standard t 123 | quality of 


6 pt. 17 with 19 
Trade Gothic LA Pe A [ A T + a demonstration 
LINOTYPE faces are st 123 Oe 


es , and weight-contrast 
Trade Gothic Bold Extra Condensed (No. 19) Dine in the open air garden and 


LINOTYPE faces are standard thro 123 


Trade Gothic Bold Condensed (No. 20) 


LINOTYPE faces are standard t 123 


Trade Gothic Bold 


LINOTYPE faces are st 123 


Display sizes: 10 and 
enjoy the quaint cool charm of our old-world 14 pt. No. 19 


setting ... here is offered, in quiet good taste, 
the best in French cooking with which is served t 


, : , , This informal stuffer 
the choicest foreign wines and liquors. 
combines Trade Gothic 


' light and bold, 
LA PALATE Just east of Park Avenue | and incorporates the 
Bold Condensed 


for display 


¢e LINOTYPE - Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, New York 


Set in Linotype Trade Gothics and Times Roman 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEADER SHI FP TH ROUGH RESEARCH 
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Company Offers Booklets 
Listing Type Specimens 


Illustrations of Ludlow type speci- 
mens and one-line specimens of 
typefaces are available in booklets 
from Einnehmer & Taylor Inc., New 
York. 

Suppliers of foundry type by the 
line, sorts or fonts, Einnehmer & 
Taylor says it is one of the few sup- 
pliers who sell the popular scripts— 
Typo, Bank, Commercial and Kauf- 


man—on a sort basis. 

In addition, the company can sup- 
ply type as large as 144 pt. and spe- 
cial cut mats such as check marks 


and circles, where type can be in- 
serted. Rules, borders and boxes can 
also be supplied. 

Both the Ludlow and the Foundry 
booklets list the complete line of type 
available. 


For your copy circle No. 722 on the 
Readers’ Service Card inside back cover 


Fotosetter Owners Form 
New Technical Council 


A new departure in manufac- 
turer-user liaison was made pos- 
sible recently with the co-operation 
of the Intertype Corp., Brooklyn. 

Fotosetter owners from across the 
United States and Canada and some 





THE 


Standard 


OF TODAY 


Full of character! .. here's a 
type face that gives American 
typographers what they want 
and right when they want it! 
Not yesterday's sans serif, nor 
day before yesterday's gothic, 
the Standard of today is fresh, 
persuasive... full of movement 


to march into tomorrow. 


AMSTERDAM 
CONTINENTAL 


TYPES AND GRAPHIC EQUIPMENT, INC. 


268-276 Fourth Ave., New York 10, N.Y. 
Tel. SPring 7-4980 


Distributors in principal cities. 
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Bright variations on a 


Stan dard theme... 


Light 

Light Condensed 
Medium 
Bold 


Extralight Extended 


Light Extended 
Extended 


Condensed 
Medium Condensed 
Bold Condensed 


Send for handsome showings! 


Set in Standard and De Roos Italic 
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of the pioneers in the photo-typo- 
graphic method met recently at a 
two-day conference in Brooklyn. 

The object of the meeting was to 
discuss vital details of operation as 
well as the expanding potential of 
the photo-typographic method with 
Intertype’s president, Harry G. Will- 
nus, his research and technical staffs. 

From this first conference came 
the new Fotosetter Technical Coun- 
cil with W. E. Trevett, Cooper & 
Beatty, Ltd., Toronto, as president; 
H. J. Echele, Warwick Typographers 
Inc., St. Louis, as vice-president and 
Wilfred E. Switzer, Philadelphia, as 
secretary. 

A further group meeting is 
planned for early April, 1956. In- 
quiries from interested owners are 
invited from the association. 44 


Staplex Co. Introduces 
Electric Staple Machine 


An automatic electric stapling ma- 
chine that holds 5,000 standard size 
preformed staples has been intro- 
duced by the Staplex Co., Brooklyn. 

A feature of the “Stapl-A-Matic,” 
according to the company, is the 
stapling position, which can be easily 
adjustable to a reach of 914”. This 
feature is designed to enable the user 
to staple booklets, multipage folders, 
etc., at the center fold. 

Weighing 2312 pounds, the Stapl- 
A-Matic measures 11x18x6” and is 
available for either AC or DC cur- 
rent. 44 


The “Book Master” . . . New book holder 
produced by the Speed-Spacer Co., New 
York, is designed with extra feature of a 
front well for pens and pencils. 


Speed-Spacer Introduces 
The New “Book Master” 


Information on a holder for books 
is available from the Speed-Spacer 
Co., New York. 

Designed for books of all sizes and 





Where can you use ATF’s 
new Craw Clarendon? 


ATF Answer: just about everywhere! For Craw Clarendon is one of those 
timeless faces that’s smartly at home in your layout. Use it for 

t headlines, titles, lead-ins, and important solid texts, in both advertising 

ype and editorial work. Team it up with any other face, conventional 
or modern. It’s legible, distinctive, powerful and versatile. 
news In this new ATF cutting, Freeman Craw, well-known graphic designer, 

has retained all the impact and balance of earlier, related letter 
forms, while making the face better suited to modern typographic usage. 
8 to 72 pt. sizes—with a lighter version on the way. 


Why it pays to use and specify ATF hand-set types 


» There’s an ATF face in exactly the weight, color, size and style to 
fit your needs. 


s Artistically correct, designed by leading type authorities. 
» Easy to get perfect spacing, correct fit. 
Sharp clear proofs for reproduction by any means. 


= Its low cost makes it economical to print from ATF type...a whole 
font in any one size often costs less than a few words in hand lettering, 
and can be used over and over again. For instance, 

the full font of 36-point Craw Clarendon costs only $14.95. 


And you'll like the “new look” of ATF service! Our type 
distribution picture has been sharply re-aligned—to give you speedy, 
This all-type right-the-first-time service. New dealerships from coast-to-coast 


advertisement was 


make handling ATF type a full-time business, not a sideline. Specify and 


designed by a a : a . B 
i dieeilaiaiacie. use ATF type and see how easy it is to have distinctive typography 
designer of at prices everyone can afford! Write us today for a specimen brochure 
Craw Clarendon 2“ - . my 
Po Sees 3 ea of Craw Clarendon and the name of your nearest ATF type dealer, 
entury Brpanded anc 
Century Expanded Italic American Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 
with Craw Clarendon 
were used in 


its composition. 
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Set Your Type 


—— 


‘ryPRO. 


RT OR Lecce iL 


Ultra Professional 
Quality - For Pennies 


The Minute You Want It - 
Simply, Easily 


Only TYPRO gives you All this: 


0si- 
fives or reverses DIRECTLY. 


Costs less than 2¢ a word. 


e Regular type faces and smart 
hand lettered styles—in a full 
range of sizes from 6 to 144 
point. 


e Accurate, proportionate letter 


AUTOMATICALLY. 


me 


spacing 


Complete Self Contained 
Composing Department 


@ Multi-line printing on one 
strip; overprinting; drop 
shadows; patterned letters, 
words, or backgrounds; “stag- 
gered” letters; many unusual 
effects. 


Half size numerals on every 
font, flush top, for pricing. 
e Pays for itself directly through 


savings in artwork, paste up 
and typesetting costs. 


SEE OUR EXHIBIT—BOOTH 60 
Ynd Walitwat 


advertising 
indus 
EXPOSITION 
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HALBER CORPORATION 
4153 Montrose Ave., Chicago 41, Hil. 


Please send me full details 
| am interested in a demonstration 


Zone State 
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weights, the Book Master has an arm 
that will hold any book, magazine, 
or notebook in a position for reading 
or copying. The snap-action, hold- 
down arm enables the reader to turn 
pages with one hand while working 
with the other. 

With a front well for pens and pen- 
cils, the Book Master weighs one- 
half pound, packs flat for easy carry- 
ing or storing. The list price is $1.29. 

Additional information is available 


For your copy circle No. 723 on the 
Readers’ Service Card inside back cover. 


Photographic Typesetter . . The Pro- 
Type, a new machine that sets display 
and headline type photographically. 


Linotype Introduces 
New Prolype Machine 


Information on the ProType—a new 
machine for setting display and 
headline type photographically — is 
available from the Mergenthaler 
Linotype Co., N. Y., or its subsidiary, 
the Davidson Corp., New York. 

Developed for use in headline and 
display composition, the new device 
can also be used in conjunction with 
photo-mechanical methods of plate- 
making. 

Combining a wide variety of faces 
and sizes—10,000 available currently 
—the ProType has a range in all faces 
from 18 to 90 pt., and in some faces 
the range is from 6 to 90 pt. 

ProType can be used in ordinary 
room lighting, and since the working 
surface is back-lighted the operator 
can work to actual layouts for per- 
fect type fitting and can set type on 
curves or angles. 

The usual speed of composition on 
the ProType is about two words a 
minute, and the operator can letter- 
space, word space, justify and mix 
different faces for the same line. 

Compact in size, the ProType is 
23142” square, weighs 20 pounds. The 
price is $300 and the cost of the fonts 
varies from $10.80 to $22.70, depend- 
ing on the face. 

Additional information is available 
on the ProType, paper and optional 
equipment. 


For your copy circle No. 724 on the 
Readers’ Service Card inside back ccver. 


Ho it yourself with 


-.. the only paper type 
mounted on a compact wood- 
en type holder for easy use. 
SET EVERYTHING 


Anyone can set headlines and body 
Hee! for ads, printed pieces of all 
kinds. 


QUICKER, EASIER 


diene automatically to straight 
edge, tabs overlap allowing special 
spacing for special letter combina- 


tion; no opaquing between letters 
required. 


COSTS LESS 


Each stick contains up to 62 differ- 
ent characters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 


paso N, $2.25 to $11.25 


I. WRITE FOR 
—— CATALOG Showing 
130 Type Faces 


PRESTO PROCESS CO. gochestes, NY. 
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TSHABERULE 


Visual COPY-CASTER 
shows type specimens—keyed 
for instant copy-fitting! 


* 
* 
* 
* 
* 
* 
Artists, ad-men, copywriters — get new con- 
* venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con 
* tained copy-fitting tool. It features 29 speci- 
se mens of the “‘must’’ type faces in caps and 
lower case (6 to 18 pt.) all keyed for instant 
oe character count. See the type you want— 
and fit your copy at the same instant! Over 
* 800 machine and foundry types are also listed 
in all sizes to 18 point. Beautifully printed 
* in 2 colors, plastic bound 
* with handsome silver- 
embossed covers. 
ke Complete with yellow Viny- 
lite type gauge. 
* MONEY-BACK GUARANTEE 
At art supply stores 
* or direct, only 7.50 
* The HABERULE CO. 
oe Box R-245 « Wilton, Conn. 
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iF YOU SPECIFY TYPE 
Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 


can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. 
. for more details circle 764, page 113 


Tops in readership by 
advertising managers! 
Advertising 
Requirements 





EXHIBIT PHOTOS 


... how to put them to work 


Photographs of trade.show exhibits have 


many uses. Here’s how a number of exhibitors 


have put their exhibit photos to work. 


Are you getting the most out of 
your exhibit photos? If not, you’re 
not taking advantage of a valuable 
tool which can increase your sales, 
and you aren’t making your dollars 
work hard enough or long enough 
for you. 

Most firms which have photographs 
taken of exhibit booths at trade 
shows, exhibitions and conventions 
have learned there is more than one 
use for the picture. First of all, of 
course, it provides a record of what 
the display actually looked like. But 
there are other jobs the photo can do. 

To learn just how many ways these 
photographs can work for you, Ad- 
vertising Requirements conducted an 
informal survey among customers of 
Oscar and Associates, photographers 
of Chicago, who do a volume busi- 
ness in trade show and convention 
events. The study revealed that the 
simple exhibit photograph may be 
put to at least a dozen effective uses. 

H. H. Howry Jr., American Can 
Co., comments, “It is very handy 


to have a record of this type show- 
ing the various products we ex- 
hibited and also the copy that ap- 
peared on each display. The pictures 
are also helpful in determining which 
parts, if any, of the exhibits can be 
salvaged for future use.” 


> This point is made repeatedly. The 
photographs reduce the cost of sub- 
sequent exhibits. By studying the 
pictures, the designers can deter- 
mine which parts of the old display 
can go into the new one. The pic- 
tures also provide a graphic re- 
minder of changes necessary or de- 
sirable. 

The exhibit photos also are valu- 
able in solving warehousing prob- 
lems. With a photograph there is no 
confusion or misunderstanding about 
which part is to be removed from 
the warehouse for use in a new ex- 
hibit. The graphic method eliminates 
the vagueness occasionally resulting 
from verbal instructions. 

Exhibit designers, of course, must 


A Crowd Shot .. . This type of photo- 
graph not only creates interest, but pro- 
vides material for insertion in trade press. 


A Guide For The Future . . . Youngstown 
Kitchens uses photos like this as a help 
in setting up future exhibits. 


OGRE “ 
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Long After the Show . . . Exhibit photos 
continue to ‘pay off’’ as material for sales 
programs, mail pieces, etc 


have a copy of the exhibit photo so 
they can go on from where they left 
off on the last one. And the pictures 
also belong to the permanent records 
as evidence of what the firm has ac- 
complished to date. 

The photos help keep management 
groups up to date on the exhibit ac- 
tivities of the firm. This is particu- 
larly necessary in large companies. 
The board of directors should not 
be forgotten when it comes to pass- 
ing out exhibit photos. It is vitally 
interested in what the company is 
doing. It will want to see crowd 
shots so it can learn at first hand 
what interest the booth produced. 

A consistent policy of offering 
photos to the board will make the 
job of getting new appropriations for 
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Demonstration Photo . . . Demonstration 
shots can be used later by company as a 


visual aid in the sales program 


next year’s exhibits all the easier. 
Through the photos, the board will 
know that the displays pay off. 


>Photographs play an_ important 
role when insurance claims are to be 
settled on lost or damaged displays. 
The exhibit picture then becomes a 
valuable document of evidence, 
which may save much time in prov- 
ing your claim to insurance firms. 

Show managers naturally appre- 
ciate the value of a graphic record 
of exhibits. Richard S. Wolcott, 
Clapp & Poliak, states, “From our 
point of view, we find our reference 
books of pictures of great value in 
tracking down products and com- 
panies from somewhat vague de- 
scriptions that visitors send along to 
us. More than once we have been 
able to send along a live lead to an 
exhibitor because a visitor was able 
to give us a thumbnail description 
of the exhibitor’s booth. We were 
then able to go to the albums and 
pick out the booth and send along 
the company name to that visitor.” 

The pictures can create sales by 
themselves. Progressive companies 
include the photographs of exhibits 
in the salesman’s kit of tools so that 
he can demonstrate by a picture the 
more dramatic aspects of his prod- 
uct. The photographs also are useful 
in training salesmen. Photographs 
eliminate guess work. The trainee 
can see for himself the product and 
the way it performs. 


>C. J. Corso, exhibits manager, Un- 
ion Bag & Paper Corp., says, “Photo- 
graphs of exhibits are employed in 
visuals used at our sales training 
center for salesmen and trainees—on 
the use of exhibits as a sales tool.” 
When an exhibit is planned for a 
local or regional office, a photograph 
will help inexperienced personnel 
reconstruct the booth as it appeared 
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at the “big show” when set up by 
the central office’s trained staff. 

Pictures of exhibits have a ready 
acceptance in internal and external 
house organs, in stockholder reports 
and in the technical trade press. 

It is important to let employes and 
customers of the firm know what the 
company is doing. An attractive ex- 
hibit photo is another way of keep- 
ing the firm name before these 
important groups. 

M. E. Shank, director, market re- 
search, Dobeckmun Co., reports his 
firm habitually uses exhibit photo- 
graphs in its house organs and also 
in those of its suppliers. He adds, 
“Again, on occasion, we have had a 
photograph of last year’s exhibit 
used by a trade association in mak- 
ing up their promotional material for 
next year’s meeting.” 


> John J. McCarthy, manager of na- 
tional shows and dealer exhibits for 
Johns-Manville, cites another use 
for exhibit photos. “As all the sample 
products are prepared and gathered 
in our various plants,’ he reports, 
“we felt it would be of interest to the 
people who do the work to see how 
the samples are used. As a result, we 
regularly furnish our plant manag- 
ers with photos of our exhibits.” 

Richard Rimbach of Richard Rim- 
bach Associates goes a little further 
in his use of such photos. He reports, 
“As show manager, I am interested 
in the photographs as a means of 
studying traffic flow in the show, but 
such photographs can only be of 
value if it is possible to take the 
photographs covering the whole 
show. In such a study, I use the pho- 
tographs which are taken at two- 
hour intervals during the time the 
show is open. I also keep a record of 
the installation of the show by means 
of photographs by taking a photo- 
graph every 24 hours during the time 
of installation.” 

Eastman Kodak Co. attends about 
100 trade shows each year and nat- 
urally has to have a fool-proof sys- 
tem for designing new displays and 
keeping records. Photographs fill the 
bill. Robert C. Locker Jr., exhibits 
manager, adds, “In a company the 
size of ours we have foreign offices 
whose job it is to prepare many for- 
eign exhibits. In order to keep them 
abreast of the parent company ex- 
hibits we feel it is important to send 
them photographs of a cross section 
of our exhibit effort. These photo- 
graphs are used as a guide in their 
planning.” 


> Above all, the photographs taken 
at the various trade shows provide 
the raw material for a history of the 
company. M. B. Hallett, exhibit man- 
ager, Oakite Products Inc., says, 
“Albums date back to the infancy of 


business, giving us a vivid story of 
the trend through the years.” Nat- 
urally, the photographs from the 
early days can be used at suitable 
anniversary events for a “then and 
now” comparison. 

Your exhibit photos also will make 
attractive postcards. They have been 
used as a follow-up message to those 
who visited the booth by merely 
writing a “thank you” message on 
the reverse side, thanking the cus- 
tomer for stopping at the booth. 

By having the exhibit photo- 
graphed before the show opens and 
having picture postcards printed, 
you obtain “give aways” at the booth 
and cards for visitors to write mes- 
sage home on. The card can be used 
by salesmen, for example, who can 
explain to customers they are find- 
ing out about the latest equipment 
at the show better to serve them. In 
this way the exhibit photo gains a 
wide circulation. 

Another postcard idea is to have 
the picture cards sent to employes 
and members of the board of direc- 
tors, so they will see how the booth 
looks while the show still is going 
on. The message is simple, “This is 
what the company is doing now.” 


> The postcard exhibit picture of the 
new product also can be used as a 
publicity release. The news release 
itself may be printed on the reverse 
side of the card. This is a unique way 
to send in a news story and is bound 
to interest the editor. In addition it 
saves postage and the cost of making 
8x10” glossy prints. 

Photography can be used to make 
the visit to your booth a memorable 
occasion. Some exhibitors have pho- 
tographed prized customers at the 
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The Personal Touch . . . Novel photos of 
customers at the booth make attractive 
picture postcards as souvenirs. 





How to assure her of unlimited visibility 


SPECIFY 


Two qualities are vital to the effectiveness of travel sales aids 

sharp reproduction to make schedules easy reading and farthful color 
reproduction to enhance pictures of far away places. You get both 

when you specify CICO paper. 

Seandinavian Airlines System. on recommendation of their printer, 
Barnes Press of New York. chose Champion-International’s CICO-Duoset 
to assure themselves of these SUperiol dual results. 

CICO. the standard of excellence tn coated pape rs. should be vou 

choice for every quality job. 
You will find the name of the merchant nearest vou listed on the reverse 
side of this insert. Contact him for CICO swateh books and 

complete information. 


CLCO-GLOSS CICO-FLENX CICO-FOLD CICO-GRAPH CO-BRITHI 


CICO-DL OSE ClOO-LITH 


CHAMPION-INTERNATIONAL CO. 
f a : Aasimchersells 


STURE RS oO} GUA Ls FT COATED PAPERS 


CLCO-PRESS CLICO-PRINI CICO-OFFSET 





ANDREWS PAPER co. 


160 North Washington St.. Boston 14, Mass. 
Richmond 2-2200 


ATLANTIC PAPER CO. 
Public Ledger Bldg., Philadelphia 6, Pa. 
LA Jmbard 3-1 120 


BULKLEY DUNTON & Co., INC. 
995 Madison Ave., New York 17, N a 
MUrray Hill 9.6400 


CAPITAL PAPER CO., INC. 

106-1 10 Seventh Ave., New York ‘3; N. Y. 
CHelsea 3- 1980 

JOHN CARTER & Co., INC. 
420-435 Rutherford Ave. 


Charlestown District, Boston 29, Mass 
CHarlestown 25000 


FRANKLIN- COWAN PAPER CO. 
210 Ellicott St.. Buffalo, N. Y. 
W Ashington 5954 


GENESEE VALLEY PAPER CO., INC. 
573 Lyell Ave., Ror hester ©, NR. f. 
Glenwood 3380 

HOBSON MILLER PAPER co. 


280 Lafayette St.. New York, N \ 
W Orth 6-0400 


KENNELLY PAPER CO., INC. 
501 Fifth Ave., New York 17, N.Y. 
MUrray Hill 2 1087 


these leading paper 


merchants can supply 


the standard of excellence 


MILTON PAPER CO., INC. 
100 W. 22nd .. New York Li, N. ¥. 
W Atkins 9-6721 


MUDGE PAPER COMPANY 
501 Water St.. Baltimore 2, Maryland 
LExington 9-7782 


PERKINS - GOODWIN co. 
589 Fifth Ave.. New York en N. Y. 
MUrray Hill 8-4900 


PROVIDENCE PAPER CO. 
160 Dorrance 5t-. Providence 2, K.% 
G Aspee 1-7000 


ROYAL PAPER CORP. 


210 Eleventh Ave., New York 1, N. Y. 
W Atkins 4-3-4400 


STANFORD PAPER CO. 


301 V St... E.. Washington re Bp G. 
LAwrence 6-1600 


TILESTON & HOLLINGSWORTH co. 
211 Congress St.. Boston 10, Mass. 
Liberty 3870 


VERMONT PAPER CO., INC. 
144 8. Champlain St, Burlington, Vt. 
Burlington (O35 


DONALD WYMAN INC. 


683 Atlant Ave., Boston 10, Mass. 
HAncoe k 6-6282 


Export {eent 


ELOF HANSSON, INC. 


| 
Yetta 


220 Kast {2nd ase New Y ork ae. N. Y ss 


V Anderbilt 6-1177 


CHAMPION- 
INTERNATIONAL CO- 
vA Pre D Massachusells 


at 
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booth and then presented them with 
postcard pictures as souvenirs. 
Meanwhile an 8x10” glossy print was 
sent to the visitor’s home town news- 
paper as a publicity photo. News 
pictures of visitors to a booth also 
provide material for insertion in the 
trade press. 

In the exhibit of a trade show, 
your product is displayed to its best 
advantage. You have the proper 
background for the product, good 
lighting and you have models either 
in the booth or available. This is the 
ideal time to make your commercial 
photographs of the product, the pic- 
tures you'll be using in your adver- 
tisements and catalogues. 

You can take advantage of this 
opportunity by arranging with the 
photographer before the trade show 
opens to have your commercial shots 
taken at the show. Then your pub- 
licity photos for new product news 
releases also can be made on the 
spot. 


>This also is the ideal occasion to 
make your color photographs, par- 
ticularly if you are showing your 
new color line. 

Exhibit photos can be adapted for 
point-of-purchase displays. The ex- 
hibit booth furnishes an ideal back- 
ground for the display of your prod- 
ucts, and it can be reproduced as a 
cut-out window or counter display. 

Many organizations, notably the 
National Stationers and Office Equip- 
ment Assn., encourage picture tak- 
ing by publishing photos of exhibits 
in their publications. This is one way 
in which the trade can be informed 
of the latest trends in products and 
displays. 

An excellent give-away feature 
employs photographs. The exhibit is 
photographed at the place where it 
is constructed. Thus the photograph 
is made before the show opens. The 
exhibit picture then is printed on 
playing cards, cuff links, cosmetic 
compacts, or calendars. These are 
excellent souvenirs, which keep the 
exhibitor’s name before his custom- 
ers constantly. The same items also 
might be used for Christmas gifts. 

Three-dimensional slides of booths 
are fine sales tools when given to 

special customers and distributors 
' who can show them off to local 
groups and prospective clients. 


> Exhibit photos also can be in- 
cluded in brochures and sent to cus- 
tomers who could not attend the 
trade show. The exhibit photos also 
may be printed on envelopes for di- 
rect mailings from the trade show. 
And the exhibit picture may be im- 
printed as an enclosure to the invi- 
tation which goes out to customers 
for the next year’s show. 

These are some of the ways in 


which the ordinary photograph of 
an exhibit may be put to work. Your 
exhibit picture forms a permanent 
record, goes into the firm’s history, 
is useful as a guide to future exhib- 
its, to storage of display parts, as a 
mock-up instruction for setting up 
new exhibits, as a news photograph 
in internal and external house or- 
gans, in the trade press, in the stock- 
holders report, as a tool for salesmen 
and as a sales training program aid. 

In fact, the photograph is limited 
in use only by your imagination. The 
more uses to which you put the pic- 
ture, the more return you get on 
your photographic dollar. 44 


Booklet Gives Pointers 
On Effective Exhibits 


How to get “drama and action in 
trade shows and institutional ex- 
hibits” is the subject of an eight- 
page booklet being offered by Gard- 
ner Displays, Pittsburgh. 

Gardner, which designs and builds 
convention and trade show exhibits, 
mobile demonstration units, training 
aids, models, dioramas, point-of- 
purchase displays, show rooms and 
special presentations explains in its 
booklet the important factors that 
produce effective trade show and 
convention exhibits. 

Illustrations of actual assignments 
and the story involved are included 
in the booklet. 


For your copy circle No. 720 on the 
Readers’ Service Card inside back cover 


Brochure Describes Effects 
Possible With Stroblite 


Admen interested in Blacklight ef- 
fects for their displays are being 
offered a brochure on obtaining these 
effects by the Stroblite Co., New 
York. 

Explaining how when the fluores- 
cent Stroblite colors are illuminated 
with Blacklight lamps the colors 
glow brightly in the dark, the bro- 
chure suggests many possibilities in 
displays using these effects. 

Creating luminous decorative 
backgrounds, window displays, dio- 
ramas and exhibits, Stroblite’s 
Blacklight effect can be put to work 
on two-in-one posters, hidden mes- 
sages, and merchandise that under- 
goes changes by use of Stroblite on 
the important features. 

In addition to the literature de- 
scribing the Stroblite colors and 
lamps, the company offers individual 
help in various display problems. 

The Stroblite brochure shows ac- 
tual illustrations of advertisements 
using the Blacklight effects. 


For your copy circle No. 721 on the 
Readers’ Service Card inside back cover 





Ekco’s variation on this basic Ship’n 

Show design shows the flexibilities of 

possible treatments to meet the exhib- 
_itor’s requirements. 


Unfold a Behold 


a complete exhibit 


DESIGNED IN WOOD 
in one case! 


Here’s the aircraft principle of strength with- 
out weight — ingeniously applied to your 
Convention Display needs! 

Now you can have a smart, modern Display 
sturdily built of smooth birch plywood, with 
rigid solid wood frame, rugged continuous 
hinges, washable lacquer finishes—to set off 
in style whatever you want to spotlight: copy, 
photos, translites, artwork. 

Built-in compactness and clever engineering 
mean speedy set-up and quick getaway with 
your handsome SHIP ‘N’ SHOW. Ten to 
15 thumb nuts secure coverplates during 
shipment (and tough wood skids protect on 
all sides against shipping knocks). Just spin 
off the nuts—take off the covers—unfold 
and behold! There’s your complete exhibit 
set up, with lights and samples built in! 
And when the show's over, just close up the 
Display, fasten the nuts—and go catch your 
plane home! 


INDIVIDUALIZED DRAPES 


Now you can get as little as 40 yards of 
colorful FIBERGLAS Drapes—processed 
with your own logo or trademark—at 
practical cost! Write for more data on 
CAPEX Shodrapes! 


Time and money—you'll save plenty of both 


| with high quality, low cost SHIP ‘N’ SHOW. 


Eight basic designs to choose from—unlim- 

ited special treatments available by our none- 
better art and con- 
struction staff. In- 
vestigate now— 
there’s a CAPEX 
man near you who 
can provide all de- 
tails. 


* WRITE (ON 
YOUR BUSINESS 
LETTERHEAD, 
PLEASE) FOR 
SHIP ‘N’ SHOW 
DESIGN PORT- 
FOU... 


CAPEX COMPANY, INC. 


615 South Boulevard e@ Evanston, Illinois 
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all under One Roof! 


Your complete promotion! At Consolidated, every phase of 


your merchandising program is insured expert guidance... 
from designing a new package to creating a light and 
motion display. Fidelity of color reproduction and 
meticulous craftsmanship are guarded by quality-control 
engineers. Delivery dates are a point of honor. 
Yes, it pays to consult Consolidated. One call assures 
you of a co-ordinated promotion designed and executed to 


sell and sell for you. 


meee CONSOLIDATED 


in Gold Bronzing, , 
Reboniien and TT RO 


Varnishing CARLE PLACE, LONG ISLAND, N. Y. 


Representatives throughout the United States 
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How a public service angle helped 
Raybestos stimulate brake lining sales. 
To sell its “‘7-Point Brake Check 
Program,” the company developed 


many point-of-sale aids. 


-_" 


Point of sale materials and actual 
testing of brake linings before 

the customers’ eyes high-lighted the 
Raybestos safety program. 


Safety as a sales 


By D. E. Cunningham 
Advertising Manager 
Raybestos Division 
Raybestos-Manhattan Inc. 


When you can link public service 
or interest with a safe-brake adver- 
tising and sales program, you em- 
bark on a plan that is helpful to 
many people. Our Raybestos 7-Point 
Brake Check Program, which was 
launched early in January of °55 by 
the Raybestos Division, has not only 
helped to promote sales of Raybestos 
brake lining, but is aiding the indus- 
try as a whole. 

Letters from our sales representa- 
tives and jobbers in the field indicate 
the 7-Point Brake Check Program is 
a powerful selling tool, which has 
helped build high brake lining re- 
placement volume for automotive re- 
pair shops across the country. Here’s 
how the extensive advertising and 
public relations program was organ- 
ized. 


Planning for the 7-Point Brake 
Check Program was developed by 
Franklin A. Miller, director, Market- 
ing and Merchandising, Raybestos- 
Manhattan Inc.; J. L. McGovern, 
sales manager, Replacement Prod- 
ucts; D. E. Cunningham, advertising 
manager and J. W. Brush Jr., assist- 
ant sales manager, who represented 
the Raybestos Division in coopera- 
tion with Gray & Rogers, Philadel- 
phia, our advertising and public re- 
lations agency. 


>Our basic problem was to stimu- 
late and increase brake lining sales. 
A plan was formulated for inspect- 
ing brakes and building sales based 
on the actual need for new linings. 
Once a wheel is “pulled,’ as the 
trade says, and the wheel cylinders 
are checked, along with the condi- 
tion of the brake drums, the car 
owner knows very quickly whether 
his car’s brakes are in a safe operat- 
ing condition. The thickness of his 


foree 


brake lining is a major factor during 
the inspection. 

We outlined the seven major points 
of a visual brake inspection, based 
on our experience as a brake lining 
manufacturer: 

1. Pull front wheels and inspect 
brake linings. 
2. Check brake drums for scoring. 

. Inspect front wheel bearings. 

. Clean brake assembly. 

. Check hydraulic assembly. 

. Adjust brakes. 

. Road-test brakes. 

This became our over-all selling 
theme: Raybestos 7-Point Brake 
Check. Our next stop was the prepa- 
ration of advertisements, point-of- 
sale and promotional helps. An ex- 
tensive packaged selling program 
which included magazine and news- 
paper advertisements, radio spots, 
direct mail material, pennants, ban- 
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wn Ad Banners 
by HOLLYWOOD 


Help your product 
steal the show, any- 
where and everywhere, 
with the front row IM- 
PNM tiaih ee 
TIGE of Hollywood Gleam- aS 
Satin Banners, Pennants, 
Miniatures and Sashes. Their 
rue Me es le 
ling qualities add up to top Box 
Office SALES. 


See for yourself. Get our FREE Idea 
Book, today, and discover many 
new and powerful sales ideas 


eae Arey 
PS 


116 East 32nd Street, New York 16. N Y 
Telephone ORegon 9-4790 


You can tell 
your story better by 


¢ color lithography 


You can show 
your product better by 


¢ color lithography 


You can save 
on printing costs by 


¢ color lithography 


and...FOR FINEST QUALITY 
FOR DEPENDABLE DELIVERY 
FOR GREATEST VALUE 


ask anyone about 


the MEEHAN TOOKER co., inc. 


160 VARICK ST., N.Y.C. 13 * AL 5-3260 
DIRECT MAIL * DISPLAYS * FOLDERS * BOOKLETS 


We Have Never Missed A Delivery Date! 


. . for more details circle 818, page 113 
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BUDGET 
Brake Service 


Really PAYS OFF 


Ritiecerti aides See ei 


gM eds De: Wee 


Budget Service Sheet . . . Listing sample 
payment plans, the sheet lets customers 
know time-payments are possible. 


ners, wall posters, buttons and other 
advertising specialties was devel- 
oped. 

Trade and consumer publications 
scheduled in the 7-Point Brake 
Check campaign included: Jobber 
Topics, Motor, Motor Age, Motor 
Service, Southern Automotive Jour- 
nal and Automotive News, and Farm 


Journal, Saturday Evening Post and 
Look. 


>Radio spot announcements were 
prepared and display and classified 
newspaper advertisements were 
made available to dealers. 

Meanwhile, safety authorities and 
public highway officials had been 
giving us their wholehearted coop- 
eration in promoting highway safety 
through our literature on common 
sense braking tips. 

For our direct mail program we 
planned a variety of two-color fold- 
ers and card sizes, emphasizing the 
importance of good brakes as the key 
to good driving and safe operation. 
The basic theme for the mailing was, 
“Don’t Learn About Bad Brakes by 
Accident.” 

Flutter pennants were included in 
our point-of-sale display pieces for 
service shops. A two-color display 
banner featured the special 7-Point 
Brake Check price in a large white 
bull’s eye—carrying the message, 
“$3.50 value for only . . .” In addition, 
two-color shop posters for wall use 
near hydraulic lifts—the point at 
which actual brake inspection is 
done —describe the steps in the 
7-Point Brake Check. 

Novelty items included small red 
buttons with a “7” surrounded by 
question marks for service employes 
to wear in shop areas to stimulate 
inquiries from customers. 


>As a means of getting customers 
to have their brakes checked, we 


prepared brake check cards which 
service managers attached to panel 
knobs. 

We also prepared a 52-page brake 
service guide, which gives mechan- 
ics ready access to information 
needed in re-lining and repairing 
brakes. The book covers all popular 
car models, and contains detailed 
trouble-shooting charts, detailed 
brake drawings, number of brake 
shoe sets required, parts numbers 
and other details. It also includes 
data on Raybestos bonded and riv- 
eted linings for car installation. 

A small, pocket-sized book was 
prepared for the automotive whole- 
saler salesman, which lists and de- 
scribes all of the sales presentation 
material available in the 7-Point 
Brake Check Program. 

We also arranged to sell shirts, 
shop coats, and emblems pointing up 
the brake check theme. 


>A great deal of interest was stim- 
ulated in the 7-Point Brake Check 
Program to dealers and shop owners 
through a series of point-of-sale 
contests. Shops and stations were in- 
vited to submit photos of Raybestos 
7-Point Brake Check point-of-sale 
material used in their shops in con- 
nection with their brake lining re- 
placement and repair work. Prizes to 
be awarded consisted of $25 in gov- 
ernment bonds to the first winner 
and two runners up. 

More than eighty snapshots and 
photos were submitted as entries by 
Raybestos Division sales representa- 
tives. 

At the conclusion of the first point- 
of-sale contest, Raybestos Division 
sales representatives in three sec- 
tions of the country made the gov- 
ernment bond presentations to 
winners, and had the dealers photo- 
graphed for national and local pub- 
licity. 

A second point-of-sale contest is 
now under way, and judging from the 
photos now being received at 


WY ]j e ours 


“Come, come, Miss Dinsmuir, a nice 
toothy smile for the Taysty Toothpaste 
Company.” 





Novelty Appeal . To stimulate cus- 
tomer inquiries, employes wore red but- 
tons marked with a ‘7’. and question 


marks. 


Bridgeport, Conn., this contest will 
be as popular as the first. 


Integrated with the promotional 
phase of the 7-Point Brake Check 
Program was a special Raybestos 
Brake clinic, established with the 
cooperation of automotive wholesal- 
ers and with meetings held at se- 
lected jobber establishments. These 
clinics were conducted by Anthony 
“Tony” D’Andrea, chief service in- 
structor, Raybestos Division. Simi- 
lar clinics are being conducted by 
other Raybestos personnel at the 
present time in various parts of the 
country. 

This public relations phase of our 
over-all program features the Ray- 
bestos 16-mm, full-color sound film, 
“Seven Steps to Safety,” a 22 minute 
film which is followed by a program 
presented by D’Andrea. The Ray- 
bestos Service chief instructor, re- 
garded as an outstanding authority 
on passenger car and truck brakes, 
discusses brake models of cars and 
trucks, using visual aid materials 
and actual brake parts. 

The Raybestos Brake Clinic has 
proved so popular it is planned to 
make it a continuous project. The 
clinics have, in addition to creating 
sales of Raybestos lining for whole- 
salers and brake jobs for dealers, 
built good will and aided in better 
wholesaler-service shop relations. 

News stories on the 7-Point Brake 
Check clinics held around the coun- 
try were prepared for the automo- 
tive trade publications and daily 
newspapers. From time to time, pub- 
licity on the brake clinics appears in 
major dailies. 

Careful planning, timing and a 
good basic selling theme coupled 
with public interest has enabled 
Raybestos to put across the 7-Point 
Brake Check campaign. Our sales 
figures prove our advertising and 
public relations program is paying 
off in increasing lined brake shoe set 
sales. 44 





new display dimensions 
get selling action... 


at Ccounter-card cost! 


& 


QuEs-72 displays 


i ... bring to life the saleable features of 
A every product you promote. No cardboard 
f mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 
—sets up in seconds anywhere! 
Display specialists at Chicago Show 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


4"¢d other Principal cities 


Trademark 
Squee-zel 
Registered 


CHICAGO SHOW PRINTING COMPANY «+ 2626 N. Kildare Ave. + Chicago 39 


U. 8. Patent Nos. 2555986 and 2654970, other patents granted and pending. Trademark Squee-zel Registered 
. for more details circle 775, page 113 
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Let ’em Talk 


How a Salesman’s Small Talk Sparked 
A Display Idea that Increased Sales 


By Cynthia S. Smith 
Advertising Manager 
Joshua Meier Co. 
New York 


“Why should I bother selling ace- 
tate pass cases and wallet inserts? At 
10¢ each, it takes me 15 minutes to 
nurse a customer into a big $3 order. 
Why, in that same amount of time, 
I could’ve sold him a dozen $5 Spel- 
Binder presentation albums!” 

This constant plaint from Joshua 
Meier Co. (New York) salesmen had 
made our company throw up its col- 
lective hands in defeat and reconcile 
itself to small annual sales on our 
line of VPD protective acetate card 
cases, used for snapshots and cards. 
Although we knew the items had a 
real volume potential, we just 
couldn’t get the salesmen to sell what 
they considered small potatoes. 

We couldn't, that is, until one of 
our junior salesmen dropped a casual 
suggestion into the advertising de- 
partment! 

It has always been the practice in 
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our advertising department to offer 
a wide open door to our salesmen. 
Whenever they come into the plant, 
I make a point of inviting them into 
my office—just to “shoot the breeze.” 
I have found they are veritable walk- 
ing treasures, filled with priceless 
bits of sales promotion information 
and merchandising wisdom. And 
since their lives are spent listening 
to others—opinions of customers, 
opinions from the home office—they 
find it a unique and pleasant experi- 
ence to talk to someone who wants 
to listen to their opinions. 


>In one of those casual gab sessions 
with our youngest salesman (who 
hadn’t been with the firm long 
enough to know that he wasn’t sup- 
posed to bother selling acetate card 
cases!), he mentioned wistfully how 
much easier it would be to sell these 
items if he could offer the dealer an 
assortment in a display. 

“Instead of spending time going 
over 20 different style acetate cases 
with a guy and ending up with a pea- 


nut size order, I could just say, 
‘Here’s the deal, the most popular 
cases all picked out in advance for 
you, nicely set up in a display,’ and 
I’d make a decent size sale fast.” 

It was a jewel of a suggestion. We 
immediately went to work with our 
agency, D. C. Smith Inc., (New 
York) to plan a suitable display. The 
other salesmen soon got wind of the 
project and began dropping into the 
office with reasons why it wouldn’t 
work and wouldn’t pay. Here were 
the basic obstacles foreseen by the 
salesmen, and how we evolved meth- 
ods of surmounting them. 


e How would store clerks be able 
to distinguish one VPD case from the 
other and know the selling price? 
The display would contain 15 differ- 
ent acetate cases varying in price 
from 10¢ to 60¢! 


e Solution ... We would have liked 
to slip an identifying card into each 
case, but this procedure was nixed 
by our production department—too 
costly, too laborious. So we used 
pressure-sensitive labels, and found 
that with a special electric dispensing 
machine, a girl could label 3,500 VPD 
cases in an hour! 


e How would the store manager 
know what numbers to reorder when 
the compartments emptied? And 
would he bother reordering? 


e Solution . Each compartment 
was labeled so that he’d know im- 
mediately what number he was out 
of. For his reordering convenience, 
postpaid order cards were slipped 
into the back of every display. 


The salesmen were still so discour- 
aging about the potential of this dis- 
play that we were afraid to buy an 
expensive unit. So we purchased just 
500 cardboard displays from Cope- 
land Displays (New York), and 
armed our salesmen with circulars 
and sample displays, extracting re- 
luctant promises that they would try 
their darndest to sell it. And then 
we waited. 


> We didn’t have to wait very long. 
The entire 500 were sold within one 
month. Our men were amazed to 
find that they could sell one display 
deal to every customer with ease! 
It was inexpensive—the total retail 
value of merchandise contained was 
$34.50—and it was compact. The dis- 
play was only 15”x5”. 

Since almost every individual to- 
day has cards, licenses, snapshots, 
etc., that need acetate protection, the 
dealers soon found that the displays 
sold out rapidly, and began placing 
them in the prime impulse-buying 
spot—near the cash register. 

It was apparent that we had a hit 





on our hands. And now we started 
receiving another complaint from our 
salesmen, the displays were so heav- 
ily used that they were falling apart! 
So we went back into a huddle with 
our agency and came up with an 
all-metal display (Copeland Dis- 
plays again) that the dealer received 
completely filled with merchandise. 
All he had to do was place it on the 
counter. 


>This display was, and still is, a 
tremendous success. Our salesmen 
found it an excellent order-starter 
from which point they could lead the 
dealer into buying other VPD visual 
acetate products. It also opened 
many new accounts for them, par- 
ticularly among the department 
stores, smaller social stationers, and 
greeting card shops. And it also en- 
abled us to break into many new 
fields—namely, drug chains and vari- 
ety stores. 

The first year after the display ap- 
peared, we found that we had sold 
more VPD acetate card cases in that 
year than had been sold in the com- 
bined preceding 5 years! And all this 
came about from a casual conversa- 
tion with a smart, eager salesman. 

Moral to ad managers: Listen to 
your salesmen—let ’em talk, talk and 
talk. They have more selling facts 
stored away in their subconscious 
than you could ferret out in months 
of market research—and you'll pick 
up some valuable ideas. 44 


The Coin Test... Jack W. Thompson, ad- 
vertising director for Douglas Furniture 
Corp. (Chicago) , adds a personal demon- 
stration to the company’s display by trying 
a ‘‘coin-test’’ on the special surface of a 
Douglas dinette table. The motion dis- 
play helps retailers dramatize the scratch- 
resistant surface of the tables. The hand 
holding the coin in the display moves con- 
tinuously back and forth, suggesting to the 
customer that he try to ‘‘scratch’’ the 
table’s surface. Berger-Armour (Chicago) 
designed and produced the display 


[J INTRODUCE NEW MODELS 





If YOUR 1956 SALES OBJECTIVE is on this list, spark it 
with a BELNAP & THOMPSON PRIZE INCENTIVE PRO- 
Cm MCMC CCM CME CL (hE 


[1] PROMOTE SPECIAL DEALS — at 
(1 INCREASE SALES CALLS 


CO SELL THE FULL LINE 
[1] WIN NEW CUSTOMERS a4 


A B&T SALES INCENTIVE feass 
CAMPAIGN HELPED .. . ; 


WIN NEW | Fig’ Se 
CUSTOMERS 


The objective of a midwestern dairy’s autumn sales 
program was to stimulate driver-salesmen to solicit 
new customers. Dairy officials called on Belnap & 
Thompson to help set up a coordinated incentive pro- 
gram—kick-off meeting, follow-up mail campaign, merchandise prizes and 


complete program administration—to last for a six-week period. 


RESULTS: 4,000 NEW CUSTOMERS ADDED IN JUST SIX WEEKS 
AND A SOLID 10% GAIN IN SALES VOLUME .. . and this dairy’s 


driver-salesmen won many universally-wanted prizes for their families and 


themselves . . . built lasting sales enthusiasm and company loyalty. 


Merchandise and travel incentive programs make salesmen eager to sell — 


willing to trade extra effort for an extra share of better living. 


Write today for your free copy of "Seven Steps to Success", a 


handbook of incentive plans. No obligation, of course. 


OD ph.) & Thompton, Suey. 


106 S. Wabash Ave. - Chicago 3, Ill. 
A COMPLETE INCENTIVE SERVICE + OFFICES COAST TO COAST 


Visit One of Our Incentive Centers in: 
CHICAGO NEW YORK DETROIT TORONTO 
Palmer House Roosevelt Hotel 2930 W. Grand Blvd. 24 Milford Ave. 
STate 2-6181 MUrray Hill 6-4266 — TRinity 4-3070 ROger 2-7375 
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New Stag Beer DECAL WINDOW VALANCE 
by MEYERCORD OXOOKO 


Features ‘Day and Night’”’ Effect MIGHT EFFECT 


The basic design idea for the new Stag Beer Decal . 
Window Valance program is a New Orleans wrought Write for your Free 
iron effect .. . with both day and night attention copy of the Meyercord 
value. In daylight the grill work is antique white “ADvisor” Decal Man- 
on a soft green background ... at night, lighted 
from inside, the grill work appears black against a : 
translucent green background. For that important formative and helpful 
“added ingredient” in your decal point of sale pro- in planning your decal 
‘gram, call upon the art production and service facil- program. No obliga- 
ities of Meyercord—to pay dividends in resultfulness. 


val—in full colors. In- 


tion, of course. 


iad el ee re 


5323 W. LAKE ST 


OL DO a LL ee aay CHICAGO 44, ILL. 
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. you get ‘em every time with signs and dis- 
plays by Burwood! Just tell us your problem and 
show us your product. We'll design a point-of- 
purchase piece or plaque to meet your needs and 
move your goods. We'll also produce it and ship 
it—in any quantity. 

SUCH A RANGE OF FINISHES! The Corby’s cash 
register sign is injection molded, hand decorated 
—the Travelers’ plaque is compression molded, 
wood grain finish — the Curity nurse is a com- 
bination of both techniques. You should see our 
complete range, sometime! 

AND THE PRICE IS SO RIGHT! With all our mold- 
ing and finishing facilities under one large, 
modern roof . . . and with our extra-low make- 
ready costs in your favor ... you get a three- 
dimensional, expensive-looking sign, plaque or 
display at a unit cost that’s hard to believe. 


iy Pe a 
See us at Booth 78 f ee LS 


Bnd WAT ONAL Se , ja 
@advertising - AY Fe 
industries FAR DT . es 
EXPOSITION 3 Lena ss 


BV KR WOOD Peer ciy, misigen NY 


463 W. 57th St., New York 19, N.Y. * 6535 3rd Ave., Detroit 2, Mich. 
* Conway-Ruck, 15 E. Grand Ave., Chicago 11, Ill. 
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Card Vendor . . . This colorful counter 
rack is being used by Gibson Art Co. 
(Cincinnati) to boost sales for its special- 
Occasion greeting cards. Designed by 
Hinde &G Dauch (Sandusky, O.), the rack 
displays 12 different cards. Maroon print- 
ing on white liner is employed to give 
an eye-catching setting for the cards. 
Side flanges provide a general panel for 
the greeting card slots, and the rear riser 
uses a humorous sketch similar to the 
artwork on the cards. 


Transparency Method 
Given in New Booklet 


New facts and figures on transpar- 
encies made from tear sheets and 
other printed matter are available in 
a booklet from the Transichrome Co., 
New York. 

Designed for point-of- purchase 
displays, Transichrome transparen- 
cies are developed through “lifting” 
the ink from the paper and trans- 
ferring the printed matter—type and 
art—intact and in perfect register 
onto a plastic sheet. 

Using tearsheets, reprints or any 
other printed matter, chemicals with 
a stronger affinity for ink pigments 
than paper are applied to the printed 
page. Then, by a series of thermo- 
dynamic processes, a plastic sheet is 
created, incorporating the transferred 
ad in its entirety. 

Since the paper is destroyed in this 
process, any image or printed matter 
on the back of the tearsheet will not 
affect the Transichrome. The tough 
plastic sheet bearing the image is 
then fixed to a thick, white vinyl 
sheet, sealing in the transferred ad 
permanently. 

The finished Transichrome is ready 
for display in a lighted shadow box, 
as part of a larger light-and-motion 
display or in various other displays. 

The booklet also includes prices on 
Transichrome transparencies ranging 
from 49¢ to $1.05 depending upon 
the quantity ordered. 


For your copy circle No. 719 on the 
Readers’ Service Card inside back cover. 





By E. J. Leaman 
David Olen Advertising 
Los Angeles 


The client laid it on the line. He 
wanted to sponsor a 13-week insti- 
tutional in the Los Angeles area—and 
beyond. The idea was to bring the 
plumber, the heating and the air- 
conditioning contractor into viewers’ 
homes. These—customers of Familian 
Pipe and Supply Co.—were to be the 
series’ stars. 

The series was to be a goodwill 
offering with a budget that, consider- 
ing copyright difficulties (particu- 
larly musical), wouldn’t allow much 
original footage. 

Our problem was how to put the 
show together, and more particu- 
larly, how to find plenty of footage 
at low cost. 

We found it—and not only for low 
cost but for nothing! 

Where? In the film libraries of a 
score of plumbing-heating manufac- 
turers, firms whose industrial films, 
excellent as they were, had until our 
series seen but limited showings. 


>We themed the series “Mainstay” 
—because the American home’s main- 
stay is its system of plumbing, 
heating and air-conditioning. And 
we dedicated the program to the men 
who provide that system. 

Next, we dispatched a memo to 75 
leading manufacturers in our client’s 


How We Moulded 


A Budget TV Series 
rom Documentaries 


The problem was to find plenty of footage at low 


cost. The solution was found in industrial documentaries 


which had previously seen only limited showings. 


field. We told them that Familian 
Pipe and Supply Co. had just 
launched a unique television pro- 
gram, a regular weekly feature to be 
viewed over Los Angeles’ KRCA 
(NBC) each Saturday at 5:30 p.m. 
We offered free television coverage 
in this 2,250,000 set market. 

All we asked was to borrow copies 
of their industrial films—so long as 
they pertained to the plumbing-heat- 
ing industry. The manufacturer’s 
sole cost was supplying a black-white 
or color copy of his films. Our spon- 
sor would bear all time and produc- 
tion costs. 

Previously, of course, we'd cleared 
with NBC. The network o.k.’d this 
unprecedented use (in this frame- 
work) of industrial motion picture 
film because our client was not ad- 
vertising his own operation—merely 
providing time for the industry to 
tell its story institutionally. 

Response was terrific. From dozens 
of fine industrial films, a veritable 
storehouse of ideas, we shaped 
‘“Mainstay,” its format based on the 
“magazine” concept. That is, a lead- 
in theme, then the industrial film, 
then a hard-driving close. 


>To get around musical copyright 
clearances, we dubbed our own 
music. We used our own narrator, 
discarding sound if a film had it. We 
also shot some local footage, had 
our cameraman, for example, visit 


Los Angeles State College’s plumb- 
ing-engineering classes, where a new 
breed of plumbing contractors is tak- 
ing a four-year course toward de- 
grees in plumbing-engineering. We 
called that sequence “Raw Material” 
and scripted it something like this: 

“This is a classroom, like any 
other, with an instructor, with prob- 
lems on the blackboard, with dem- 
onstrations. But these men are 
plumbing-engineering students, 
working toward a degree in plumb- 
ing-engineering .. . working toward 
the time when they can command 
attractive positions in one of the 
fastest growing of all American in- 
dustries .. .” 

From all this came a hard-hitting, 
smooth-flowing, low-budget series. 
We're planning to package it and 
make it available nationwide to other 


Mainstay’s Announcer Vince Pelletier 


a voice known to millions, was the nar- 


rator for the | 3-week industrial tv serie: 
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The Cutting Room . Careful editing 
molded the industrial documentaries into 
a show with dramatic impact 


institutional sponsors. And we think 
we'll be able to offer it for as little 
as a couple hundred dollars weekly. 


> The same series is currently show- 
ing over Bakersfield, Calif.’s NBC 
station KERO-TV~—a market of 176,- 
000 sets—with just as good results as 
in Los Angeles. 

“Mainstay” is a pioneering effort 
for two reasons: It emphasizes as 
never before the vast, untapped ad- 
vertising potential of the industrial 
film. And it proves that these docu- 
mentaries, properly dubbed, nar- 
rated and formatted, can be molded 
into a show with dramatic impact. 

Is the industrial documentary dull? 
Not at all. If handled correctly, it’s 
as dramatic as any footage carefully 
scripted to tv. Most important, the 
films come gratis. The industrial 
film’s owner profits handsomely in 
free airings, time that costs him noth- 
ing (since his original investment is 
already made). And our client gets 
a series at rock-bottom prices. 


>In our original letter to the indus- 
try’s 75 leading manufacturers, we 
stressed that: 

e Either black-white or color dupli- 
cates would be acceptable. 

e The sound track would not be 
used, though we asked, if possible, 
for a script of the narration. 

e We would notify the film lender 
when his documentary would be 
aired, and keep him abreast of 
‘“Mainstay’s” progress. 

NBC asked that we also obtain 
from each industrial participant a 
signed statement clearing the net- 
work of responsibility should there 
be problems over television rights. 


> Specifically, the participating com- 
panies signed this statement: 

e We represent to you that we do 
hold the television rights to such film 
as we may supply you, and that such 
film may be used in the Los Angeles 
and contiguous market areas. 


e We allow you and the National 
Broadcasting Co. reasonable latitude 
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Almost on the Air . . . A KRCA techni- 
cian readies the complex telecine equip- 
ment for the broadcast of ‘’Mainstay.’’ 


to edit and rearrange subject matter 
for broadcast purposes compatible 
with station standards, good pro- 
gramming procedures and elemen- 
tary considerations of good taste. 


e We will make every attempt to 
furnish you a copy of the original 
script for the film, including dia- 
logue, narration and the titles to all 
musical compositions used, if any. 


e We will supply you at least a black 
and white silent copy of our original 
film, or of those sequences mutually 
agreed upon. We understand that 
programs are made up several weeks 
in advance for clearance by the 
broadcasting company, and that you 
must hold film for the full 13-week 
period, or longer, where other mar- 
kets are to be served. 


e We agree that such film as we 
may furnish to you is provided at 
our expense in return for the cost- 
free product or service advertising 
we may receive as participants in the 
“Mainstay” program. 


e You agree that we are to receive 

air credit by company name for pro- 

viding such film. The credit is to be a 

phrase substantially as follows: “The 

films used on this program were pro- 

vided through the courtesy of the 
company.” 


> With some of the plumbing docu- 
mentaries we had to cut around tv 
taboos. Example: No mention or 
showing of toilets was permissible. 
This ruled out some fine documen- 
taries offered by a number of toilet 
manufacturers. Still, within our for- 
mat, we latched onto scores of first- 
rate documentaries. 
Some examples: 


e From the National Assn. of Plumb- 
ing Contractors we borrowed copies 
of “A Drink for Judy,” dramatizing 
the health threat, in many homes, 
from “back-siphonage.” 


e From Watts Regulator Co. came 
an explosively-demonstrative docu- 


Film Control Room Final step for 
“‘Mainstay’’ is the blending of voice, 
music and film by director and technicians. 


mentary of dangers from hot-water 
heaters not properly controlled. 


e From the Cast Iron Soil Pipe Insti- 
tute we borrowed a film verging on 
popular science — illustrating what 
soil pipe is, how it’s essential to the 
viewer's home, how it’s a permanent 
worth-the-money investment. 


e From Avco Mfg. Corp.’s American 
Kitchens Division we got an indus- 
trial which told viewers how to mod- 
ernize their kitchens with steel cabi- 
nets. But this industrial, like most 
others, went much further and of- 
fered a practical demonstration of 
kitchen short cuts, showing how re- 
vised layouts can save steps and 
labor. 

Very soon we discovered that most 
good industrial documentaries aren’t 
scripted to “sell hard.” This made 
working them into our “Mainstay” 
format considerably easier than we’d 
expected. 

“Mainstay” currently has a 4.0 rat- 
ing in the Los Angeles market, which 
is good for an institutional. We’ve 
consistently beaten several other in- 
stitutionals, which cost a great deal 
more to package and produce. 

Of course, we promoted our show 
forcefully. To every plumbing-heat- 
ing contractor went store and truck 
banners; stickers for billings; and 
jumbo-sized postcards announcing 
the show’s time, station and day. 

Lurking in manufacturer’s film 
libraries are thousands of documen- 
taries free for the asking. Need more 
be said —especially to the agency 
bent on producing a low-budget in- 
stitutional package formatted to a 
specific industry? 44 


Closed-Circuit TV Links 


College to Public Schools 


Pocatello, Idaho, may be starting 
a new trend with the establishment 
of the first closed-circuit television 
link between a college and all public 
schools. 





The unique installation will enable 
one teacher, standing before a tv 
camera in the Idaho State College 
television studio, to instruct over 300 
students in eleven public schools at 
the same time. 

President Dr. Carl McIntosh of 
Idaho State College announced the 
closed-circuit installation when he 
accepted a $5,000 grant contributed 
jointly by the Jerrold Electronics 
Corp., Philadelphia, and the Bannock 
Cable TV Inc., Pocatello. The grant 
will be used to establish the chair of 
television coordinator, who will head 
the educational network. The two 
donors will install the educational 
system at no cost to the community. 

According to present plans, four 
types of educational programs will 
be telecast over the closed circuit 
system, including science demonstra- 
tions, health lessons, art and music 
instruction, phonetics demonstra- 
tions and speech correction. 

Visual aids such as films and slides 
will be shown on 24” tv sets in spe- 
cial classrooms set aside for tv teach- 
ing. In this way a single film library 
can be set up in the college studio 
and money formerly spent on dupli- 
cate films and equipment can be 
used instead to enlarge the library. 

In addition to all this, Pocatello 
hopes there will be special courses 
for teachers and extensive use of 
television for teacher-in-service 
training. 44 


Rose Parade Broadcast 
In Two Languages 


Using a unique coverage plan of 
synchronization, the Tournament of 
Roses parade in Pasadena, Calif., or- 
dinarily heard only in English, was 
broadcast in Spanish as well to reach 
an additional half-million Spanish- 
speaking televiewers. 

Through the efforts of the Mobil- 


gas agency — Stromberger, LaVene, 
McKenzie — KTTV’s television cam- 
eras were synchronized with radio 
station KALI’s special events micro- 
phones, over which the parade was 
described in smooth-flowing Spanish. 


This enabled the Spanish-speaking 
televiewers to watch the parade on 
tv and—by turning the audio off— 
hear it described in Spanish over the 
radio. 

The commercials for the sponsor 
on the bi-lingual simulcast were 
handled in the same manner by the 
agency. 44 


Remote Control Operates 
New Closed-Circuit TV 


A detailed brochure on a remote 
control tv system for closed-circuit 
installations is being offered by Dage 
Television Division, Thompson Prod- 
ucts Inc., Michigan City, Ind. 

Called the “285-A Servo System,” 
it includes a multi-lens tv camera, 
which is entirely directed by a sep- 
arate monitor-console. By turning 
an appropriate knob on the console, 
the operator can achieve any func- 
tion of the camera, including focus- 
ing, changing the lenses on the cam- 
era, and directing the camera’s angle. 

A built-in “memory” in the control 
console also makes it possible to 
automatically point the camera in 
up to three different “pre-set” direc- 
tions by push-button control. 

According to Dage, the new system 
provides safety in hazardous loca- 
tions, assures undetected operation 
in security and surveillance work 
and permits quick viewing of widely 
spaced objectives. 

The brochure also includes infor- 
mation on available accessories for 
Dage’s “285-A Servo System.” 


For your copy circle No. 718 on the 
Readers’ Service Card inside back cover 


SUCCCRRCOERECCRRCERERORERRGRRRRRRRCROREERRCERCOEREROCRECOURRCESCECEEEOOCOEROGORCREORERERECEREECORCCERREORRCCRCEESCCRERTOCERCCOECRRCERCRECORRRRRRORR ROHR EReReeEeHOeeEE 


IX? “FZ Te 
WAT AA ie 
“JACK Soatr 
Your 


| RovING Repen »| 


luwroapw] 
ROVING 
me PORTER 


“My occupation may come as a surprise .. .” 


Nts) 





BIG NATIONAL 
ADVERTISERS 


PRE-TESTED 
for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 
ern manner—for superior 
service life and attrac- 
tiveness. Yes, they out- 
last and out-sell com- 
petition 
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GRACE made signs have 
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WE DESIGN ANY TYPE SIGN 


If your clients desire special type signs, let us know 
Our art department will make up a sample sign free for 
approval, from sketches made by - 

client or us. What are YOUR needs 


SEND FOR CATALOG 
iN FULL COLOR 
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coated book 
tinted one side 


Papers, like people, are distinctive. 
Polychrome’s “personality” is warm 
and friendly . . . expressed in its many 
soft colors . . . its glare-free, easy- 
reading qualities. . . and its ability 
to take fine screen letterpress and 
offset reproduction. You'll like rich, 
mellow Polychrome and the receptive 
atmosphere it creates for your sales 
message. 


Dulichrome brings you seven of the 
most modern colors in tinted-one-side, 
white-one-side choices. Styled by 
Faber Birren of American Color 
Trends, this timely, versatile paper 
delivers multi-color effectiveness at 
black and white prices. Made for let- 
terpress and offset, its color-and-white 
combination alsq makes it an ideal 
vehicle for unusual odd-fold and die- 
cut mailings. 


Idea Portfolios, including samples of successful mailings, will be sent free upon request. 


the APPLETON COATED PAPER CO. 


1200 N.MEAD STREET - APPLETON, WISCONSIN 
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By A. G. Belcher 
Advertising Manager 
Tandy Leather Co., 
Tulsa, Oklahoma 


The principal commodity offered 
for sale by our organization is 
leather, which, like many other 
staple commodities, fluctuates in 
price from time to time. Information 
about price changes must, therefore, 
be published to our customers at fre- 
quent intervals. Since the customers 
of our 15 retail stores frequently 
order by mail, such publication is 
made direct by mail to store cus- 
tomers as well as to mail-order cus- 
tomers who do not live near any of 
our retail outlets. 

The first price bulletins sent out 
were just that: mimeographed price 
sheets enclosed in envelopes. Over 
a period of years the price bulletin 
grew into a direct mail self-mailer, 
featuring special purchases and new 
supplies for leather craftsmen—in ad- 
dition to price changes of staple 
leathers. 

As William Clawson stated in “The 
Miller Story” (July AR), “Direct 
mail must be different to get atten- 


tion.” It was an attempt to solve 
the problem of being different while 
getting favorable attention that 
caused us to consider the form of a 
tabloid newspaper for our price bul- 
letins. 


>Other factors that helped in mak- 
ing the favorable decision were: 

e The amount of accumulated testi- 
monial letters from satisfied cus- 
tomers, common to mail order 
houses, was large enough to pro- 
vide a start for the news column. 

e A study of other external house 
organs showed that a great number 
of changes in the advertising col- 
umns of a regular publication would 
not be necessary. Following good 
mail order practice, a good ad could 
keep right on running without 
change as long as it brought in the 
response. 

e In this connection, we thought our 
newspaper could be used as a test- 
ing medium for some of our new 
products, deals and ideas. 

e At the same time, we would be 
saving on photography and art by 
using good, proven material later in 
the annual catalog. 


How Tandy Leather Co. keeps dealers 


informed of price changes while 


promoting its products with a tabloid 


newspaper style direct mail piece. 


e Further savings in typography 
were seen in the matter of prices of 
staple leathers. Staple goods are 
listed from issue to issue, no matter 
what the format of the price sheet. 
Only minor typographical changes 
would be necessary in standing type 
forms used in succeeding issues of 


the tabloid. 


> These thoughts led to consideration 
of still further savings in production 
by keeping the same format from 
issue to issue, printing on the same 
stock cut the same size and bound 
in the same manner. Better still, we 
could print on news stock by offset, 
thus keeping down the cost of stock 
and the weight for postage savings. 

Eight pages, each 1134x17%’, 
seemed to be a good size for the pro- 
posed tabloid. Since the largest self 
mailer sent out previously contained 
only half this space, we were assured 
of more display space and lots of 
room for news. 

Filling that extra space with news 
has been a problem in some issues. 
At times the editor wished for the 
good old days when the problem was 
just a matter of getting out a mailing 
piece that was different. 


> The front page of the first issue of 
the tabloid could well be used to il- 
lustrate “Thud & Blunder Typog- 
raphy” (April AR). This was rem- 
edied by thinking up a better name 
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for the baby tabloid, calling it 
Leathercraft News, and by having 
our advertising agency prepare a 
masthead drawing. More conserva- 
tism was introduced into the layout, 
but not enough to kill the original 
idea of using tabloid sensationalism. 

Even with this poor appearance, 
from an artistic viewpoint, the eight- 
page tabloid, Leathercraft News, 
caught favorable attention from its 
captive audience from the first issue. 
One measure of effectiveness is a 
little deal offered in every issue. This 
same deal had been offered previ- 
ously in the catalog for more than a 
year’s time, and had been offered 
in other media as well. It had proved 
a good puller, but not to the extent 
that results of the very first issue 
of Leathercraft News showed. 

We were astonished to see that re- 
sponse to that deal increased five- 
fold over the best previous results, 
following publication in the tabloid. 
One month we dropped the deal from 
Leathercraft News and saw the re- 
sponse drop back to the previous 
level. Then we reintroduced the 
deal and saw response climb back 
to top figures again. 


>In addition to doing a good job 
selling merchandise and holding 
good will, Leathercraft News helps 
perform functions of an internal 
house organ among members of our 
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Envelopes often make the difference 
between profit and loss in direct mail. 


TENSION ENVELOPE CORP. 


New York 36, N. Y. 
St. Louis 10, Mo. 
Minneapolis 1, Minn. 


Des Moines 14, lowa 
Kansas City 8, Mo. 
Fort Worth 12, Texas 
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organization, especially the person- 
nel of our 15 widely scattered retail 
stores. Store managers and sales per- 
sonnel contribute to both news and 
advertising columns. 

Each store gets as many copies of 
each issue as are needed for over- 
the-counter distribution. In addi- 
tion, copies are mailed to all cus- 
tomers of the organization. Often 
store managers order several thou- 
sand additional copies for special 
distribution in their areas. We make 
it a practice to send advance copies 
of each issue to all store managers at 
least a few days before the issue 
reaches the customers and sub- 
scribers. 


> Original distribution of Leather- 
craft News was to customers and 
prospects of the Tandy stores. Now 
we have paid subscribers as well. 
Here is how it happened: 

After three or four monthly is- 
sues had been sent out, we received 
notice from the editor of a magazine 
in the vocational education field that 
he was going to review our publica- 
tion in his own. About the same 
time, two advertising agencies sug- 
gested that we put a price on our 
paper. Just to make sure that the 
publication would be worth a price, 
we added two editorial departments, 
then had yearly subscription and 
single copy prices printed in the pa- 


FORMVELOPEO 


. for more details circle 850, page 113 


per. Immediately, orders for sub- 
scriptions began coming in. They are 
still coming in to us with unfailing 
regularity although no solicitation 
or promotion for subscribers has 
been done. 

We believe that Leathercraft News 
is worth the price we put on it. We 
were just thinking in terms of sales 
of our merchandise when we were 
astonished at the number of people 
who backed up their orders for sub- 
scriptions with dollar bills. 


> Another fact that we were not pre- 
pared for is the character of the sub- 
scribers to Leathercraft News. We 
set out to make the editorial matter 
valuable to beginners at the fascinat- 
ing and enjoyable hobby of leather- 
craft. Hence, we assumed that our 
subscribers, if any, would be be- 
ginners. 

On the contrary, however, we find 
that they are largely professional 
leather craftsmen and semi-pros— 
persons who are making a profitable 
avocation of the hobby in their spare 
time. In letters to the editor, and on 
order forms of the company, sub- 
scribers in these categories write 
their appreciation of the editorial 
matter contained in Leathercraft 
News. An example is contained in a 
letter from the chairman of a state 
craftsman’s guild, stating that ours 
is a publication for professional 
craftsmen. 

Leathercraft News is just ending 
its first year of publication. It has 
attained the objectives set for it at 
the beginning of that editorial year 
with some pluses. The year has con- 
tained so many surprises that we 
shall not predict where we're going 
from here. However, the enthusiasm 
of producers, contributors and sub- 
scribers seem to assure a more suc- 
cessful second year. 44 


Booklet Gives Advice 


On Pencil Selection 


Choosing the right pencil for every 
job is made easy with the 16-page 
“Pencil Selector” booklet available 
from the Eagle Pencil Co., New 
York. 

Explaining the fundamentals of 
pencil quality, degrees of hardness, 
and the economy of various types of 
black and colored pencils for general 
writing, checking, marking and steno 
use, the “Pencil Selector” also tells 
how to select copying pencils for 
manifold forms, legal forms and du- 
plicating machines. 

The booklet also includes discus- 
sions on special classes of pencils 
used for charting graphs, blueprint 
marking and drafting. 


For your copy circle No. 714 on the 
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Johns-Manville’s ‘Spintex’’ 


. Designed as a mechanical aid to help home insulation 


salesmen, the calculator is designed to show the fuel savings gained with insulation. 


Calculating Sales ... 


Johns-Manville Boosts Insulation Sales 
With Calculator That Figures Fuel Savings 


Salesmen who sell “blown” home 
insulation—a Johns-Manville Corp. 
(New York) service—faced a whole 
series of problems. 

In the first place, customers ordi- 
narily aren’t too interested in the 
product itself. Home insulation is a 
“hidden” purchase and the mate- 
rials used involve more _ technical 
know-how than the average house 
owner has at his command. 

What customers are interested in 
are end products—comfort and fuel 
savings. 

These end products, however, are 
more or less intangibles and don’t 
offer the salesman much opportu- 
nity for dramatization. In its search 
for selling tools, Johns-Manville de- 
cided to put the emphasis on fuel 
savings as the end product closest to 
the customer’s pocketbook. 


>Still another difficulty presented 
itself. Fuel savings are dependent 
on a set of circumstances which dif- 
fer from house to house and from 
installation to installation. These in- 
clude: 

e Variations in the construction of 
houses. 

e Climatic conditions of 
sections of the country. 

e Varying 
units. 


different 


efficiencies of heating 
e Actual operation of house and 
heating units by individual families. 

While testimonials from satisfied 
users have been and are helpful to 


salesmen, testimonials have a basic 
weakness in that each prospect is 
fondly convinced that his particular 
house is “different.” 

For all these reasons, Johns-Man- 
ville decided it needed a gimmick to 
dramatize fuel savings—a mechanical 
aid that would interest prospects and 
provide a clincher for the consumer 
salesmen and door-to-door canvass- 
ers who sell home insulation. 


> The mechanical aid decided on was 
a calculator, the joint product of 
Johns - Manville’s engineering de- 
partment and Graphic Calculator Co. 
(Chicago). Called the “Johns-Man- 
ville Spintex Fuel Savings Estima- 
tor,” the calculator is 3x8”, with two 
slides. The top slide sets the area to 
be insulated in square feet. The lower 
slide is for setting at the appropriate 
degree days (a unit based on an 
average outdoor temperature of 65 
for a given area, which is used in 
computing fuel consumption). <A 
scale on the back of the calculator 
provides the degree days figures for 
major U. S. cities. 

After the area and degree days 
scales have been properly set, four 
windows on the calculator show the 
fuel savings gained with insulation 
in gallons of oil, cubic feet of natural 
or manufactured gas, tons of coal 
and kilowatts of electricity. 

The estimator was designed to 
meet three specifications: 


e No advertising “puffery” ... Both 





The beginning ¢2 the moat 
important part of the work. 


PLATO 427-347 B.C. 


‘Taint so, Plato, old boy—with us, if it’s a 
mailing—the end, which is getting it to the 
Post Office on time is also very very important. 
And we might add, that we'll get it to the P.O. 
just the way you want it. 


e 
710 avvesnisine SERVICE 
521 S. WABASH AVE. e WA 2-9560 


CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, too! 


Multigrephing *¢ Mimeographing 
Addressing ¢ Meiling ¢ Plate Cutting * Mechanical Addressing 
Printing ©@ Radio & TV orders processed * Complete Mell Compeigns 


AUTOMOBILE OWNERS 
Names Available for U. S. 


Selection By 
STATE, COUNTY OR TOWN 
and 


By MAKE OR YEAR MODEL 


@ NEW CAR BUYERS e 
@ NEW TRUCK BUYERS e 
@ TRUCK OWNERS e 


Prices Within Reason 
For Full Information: 


Write, Phone or Wire 


ALLISON MAILING LISTS corp. 


compilers 


400 Madison Avenue, New York 17, N. Y. 


MUrray Hill 8-6500 
ELdorado 5-4745 
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As the result of fivaAyears of testing-in-use with the cooperati 
of major national advertisers and their advertising agencies, 
R. L. Polk & Co. tdday offers a new advertising idea...a 
new medium which anables advertisers and their agencies 
to complete their markéting program by appealing directly to 
their individual potential buyer with unprecedented vigor! 
This new medium is e Polk Market, a highly-refined, 
constantly-updated source\of 50 million American buyers 
. and five times 50 milli4n facts about these individuals. 
Now Polk can help the advextiser and his agency define their 
potential buyer in terms of his Social and economic character- 
istics . . . what kind of neighborhood he lives in, what kind of 
house he lives in, whether he owhs his home or rents, where 
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out of the crowd 


he works, what his job title is, what kind of car he 
drives and how old it is. . 


Once the advertiser, his agency and Polk have 
defined the potential buyer, he can be picked out of 
The Polk Market, and the total marketing program 
can be climaxed by advertising by mail personally 

o each known potential buyer with an impact 
never before possible. 

Polk & Co. functions in Direct Mail Adver- 
tising e ctly as the publisher functions in other 
printed metja. Standard gross rates and specifica- 
tions have b established by R. L. Polk & Co. 
when acting as the complete publisher for specific 
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types of Direct Mail Advertising campaigns. These 
rates apply equally to advertisers and agencies 
and are fully commissionable to the agency. 


The Polk Market is the missing-till-today link 
between mass advertising and selective impact on 
the individual potential buyer. We will be happy 
to show you how The Polk Market fits into your 
over-all merchandising program, how it adapts 
itself to helping you solve your particular selling 
problems. Please address your inquiry to The Polk 
Market, R. L. Polk & Co., 431 Howard Street, 
Detroit 31, Michigan, or 244 Madison Avenue, 
New York 16, N. Y. 
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SEND YOUR CATALOG 
AND 1°* CLASS LETTER 


TOGETHER IN 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 
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Brochures, Folders, Catalogs, 
Sales Letters, Booklets Planned 


Customers’ Lists Maintained 
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Premium Mailings 
Mail Order Promotion 
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THE WECK 


SECRET MESSAGE 
Teer 


A powerful direct-mail advertising medium. 


@ INVISIBLE PRINTED Message appears 
when card is wetted. When dry it disappears. 
Can be used again and again. 


“Has terrific impact” * 
Send for Samples and Price List. 


WECK PROCESS CO. 


42 E. ist St. New York 10 
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the company’s engineering depart- 
ment and Graphic Calculator Co., 
which manufactures the estimator, 
‘ecognized that the estimator should 
be designed as a practical, authori- 
tative and conservative selling tool, 
containing nothing that smacked of 
selling or advertising. 


e Simplicity of design ... With only 
two slides to manipulate and direc- 
tions kept to six points and a total 
of only 45 words, the estimator is 
extremely easy for use by non-tech- 
nical consumer salesmen. 


e Conservative approach ... The 
savings indicated in any calculation 
made by the salesmen using the es- 
timator are conservative, a sound 
approach when selling an “intan- 
gible.” Evidence that this conserva- 
tive approach has been achieved is 
seen in the fact that the end result 
in hundreds of examples tried shows 
a saving of approximately 30% re- 
gardless of the type of fuel used. This 
jibes with the advertising claims 
made by the company for the past 
20 years—such claims as “30¢ on ev- 
ery dollar you spend for fuel,” or 
“up to 30% fuel savings.” 
Johns-Manville is quick to point 
out that its graphic calculator is no 
“gimmick” in the loose sense of the 
term. Rather, says A. D. Lierman, 
advertising manager, “It is a me- 
chanical aid and a prospect interest- 
getter, a practical, conservative, 
semi-scientific sales aid which, while 
still intriguing, is not in the gim- 
mick category.” 44 


“Burning” Letters Create 
Cloak and Dagger Allure 


For that sales letter with an extra 
punch, the Marvic Co., Brooklyn, is 
offering samples of its “burning im- 
pression” letters. 

Reading much the same as any 
regular letter, Marvic’s magic mail- 
ers contain invisible key words. At a 
point where a key word is missing 
there appears a star. 

The person to whom the letter is 
sent is instructed to touch a lighted 
cigaret to the star and watch the 
missing word appear in smouldering 
letters. 

The air of mystery surrounding the 
“burning impression” sales letters 
will cause even a “letter-hardened”’ 
executive to pay close attention to 
the letter, according to the company. 

The price of the “burning impres- 
sion” letters ranges from $19.75 to 
$47.50 per 1,000, depending on the 
quantity. Samples and additional in- 
formation are available. 


For your copy circle No. 715 on the 
Readers’ Service Card inside back cover. 


Table Model Collator . . . Designed spe- 
cifically for office personnel, newest col- 
lator by Collamatic Corp., fits neatly on 
any office desk or table. 


Collamatic Introduces 
Table Model Collator 


Information is available on a new 
electric 12-bin table model collating 
machine from the Collamatic Corp., 
Wayne, N. J. 

Designed to collate 12 pages, the 
new unit includes additional fea- 
tures, such as electrical power, posi- 
tive feeding, a collating capacity of 
6,000 sheets per hour, maximum 
working time without reloading and 
versatility in arranging the colla- 
matic units. 

According to the company the new 
collator was produced especially for 
office personnel and is simple 
enough to operate so that only a few 
minutes’ practice is required to col- 
late at speeds far in excess of hand 
collating rates. 

The table model collator is priced 
at $370. Additional information is 
available. 


For your copy circle No. 716 on the 
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Booklet Lists Information 
On Envelope Requirements 


Information on the proper enve- 
lope selection to get the most out of 
automatic mailing equipment is 
available in a booklet offered by the 
New England Envelope Mfg. Co., 
Worcester, Mass. 

Beginning with a short glossary of 
envelope terms, the booklet contains 
information on what high-speed 
mailing machines demand of enve- 
lopes, a report on what leading man- 
ufacturers of envelope handling 
equipment require in envelopes, data 
on envelope specifications for various 
types of machines and a section on 
getting better envelopes at a lower 
cost. 

A check list for proper envelope 
ordering to insure top speed and per- 
formance in automatic mailing equip- 
ment is also included in the New 
England booklet. 


For your copy circle No. 717 on the 
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Loose-Leafl 


The second article in AR’s series 
on different types of binding. 
Here is an important list of 28 
checkpoints to help admen in se- 


lecting the proper loose-leaf 
binding. 


Admen faced with the proper se- 
lection of a loose-leaf binder or sales 
presentation often find themselves 
beset with a variety of problems in 
this respect. 

The following questions and sug- 
gestions should help guide the loose- 
leaf planner to determine the most 
effective material construction and 
specifications: 


1. How Long Will the Binder Be 
Used? 


The expected life of the binder and 
its contents should be closely deter- 
mined. The choice of lightweight or 
heavy-duty materials largely de- 
pends on how long and how much 
the binder will be used. The proper 
selection of materials to fit the life 
expectancy of the binder and its 
contents is a major consideration in 
lowering over-all costs. Light- 
weight, inexpensive materials need 
not lessen the attractiveness of the 
binder or company prestige. 


2. How Much Will the Binder Be 
Used? 


The extent of use is equally as im- 
portant as the duration of use in de- 
termining the most suitable mate- 
rials. A binder only occasionally 


referred to with a service life ex- 
pectancy of five years may have 
material specifications similar to a 
binder that will be in use for one 
year but will receive constant han- 
dling. 


3. Under What Conditions Will the 
Binder Be Used? 


Binders that are used in the fac- 
tory for service, repair or installation 
data, for example, may be exposed 
to oily hands, dirt or sharp objects 
not found in the office. Binders that 
are used in the field, such as sales- 
men’s catalogs and easel presenta- 
tions, may undergo constant han- 
dling, while a parts or price catalog, 
occasionally referred to by a dealer, 
may receive less handling and wear. 
The binder and its contents should 
be designed to withstand the condi- 
tions and rugged use it may receive 
within its life span. 


4. How Many Copies Will Be Issued? 


Based on the amount of work and 
expense involved, preparatory costs, 
etc., the optimum quantity should be 
determined with regard to budget 
allocations. This quantity should be 
equated to distribution needs to ar- 
rive at the best per unit cost. If the 
optimum quantity and your distri- 
bution needs are far apart, consider 
adding to or condensing the contents, 
changing the binder selection, or al- 
tering the distribution figure. 


5. Is the Binder for Customer Use? 
For customer use, the over-all ap- 
pearance and cover design should 


have special eye appeal and convey 
business integrity, confidence, pres- 


Binding 


tige and stability. It should have 
clear backbone and front cover iden- 
tification. It should be designed to fit 
standard shelving or the average 


desk drawer. 


6. Is the Binder for Trade Use? 


For trade use (dealers, wholesalers 
and jobbers) it should be designed 
for easy handling, quick sheet- 
changing, and should be indexed 
clearly and completely so users will 
refer to your binder over others. 
These should be practicable for 
counter use and should be designed 





About This Article 


The material used in the accompany- 
| ing article was prepared by T. R. Smith, 
| sales manager, Elbe File & Binder Co., 

Fall River, Mass. 

In introducing the material, Mr. Smith 
says it is designed to help admen avoid 
criticism — only too common — like the 

following: 

“Joe, half the pages are tearing out 
of the book! Where are the index tabs? 
Wotta ya mean, put some in? They 
won't fit under the cover, and where am 
I gonna put the stuff on the new specifi 
cations? The binder’'s bulging already 
Not that I want to knock the catalog, Joe, 
but who's gonna know what it is, sitting 
on the shelf with no name on the back?”’ 

Detailed and amply illustrated, the 
article should save admen many head 
aches. 
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to withstand conditions peculiar to 
particular industries. For example: 
vehicle parts catalogs may be han- 
dled in oily surroundings; catalogs 
used outdoors may be exposed to the 
rain or other harmful conditions. 


7. Is the Binder for Salesmen’s Use? 


Salesmen need a binder that is 
ruggedly constructed to undergo 
constant use. It should be easy to 
handle, not too heavy. For product 
and price reference, it should have a 
fast action mechanism and be well 
indexed. A binder used for customer 
presentation should not be too bulky. 
Easel display binders and sample 
and swatch presentations should be 
used when practicable. 


8. Will the Binder Be Used Inter- 
nally? 


If the binder is used within the 
company, such as a policy, personnel 
or management manual, many of the 
conditions surrounding its use and 
care can be controlled. Therefore, 
short cuts and economies can be 
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made which would otherwise be un- 
advisable. For example: a stock label 
holder may be used rather than 
backbone printing; one-ply scored 
construction may be used rather 
than three-ply fabric or metal- 
hinged construction; flat or rounded 
steel, riveted backbone may be used 
rather than a rounded steel, con- 
cealed-rivet backbone. 


9. Is the Binder Intended Primarily 
for Shelf Reference? 


For shelf use, the rigidity of the 
cover and clear backbone identifica- 
tion are salient considerations. Out- 
standing color and appropriate size 
are also important. Your binder will 
be used if it is easy to “spot.” 


10. Will the Binder Be Carried Fre- 
quently? 


A heavy binder frequently carried 
should be equipped with handles, or 
if lighter weight, be compact and 
flexible, so that it can be inserted 
in a carrying case. Cover soilage and 
wear from handling should be care- 
fully considered in selecting the most 
suitable material. Heavy proxilyn 
coated fabrics, impregnated buck- 
rams, vinyls and leathers are most 
suitable. 


11. What Will the Capacity Be? 


The capacity requirement is deter- 
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ROUNDED STEEL 
REINFORCED BACKBONE 


SPRING STEEL 
REINFORCEMENT MECHANISM 


mined by the quantity and weight 
of the sheets and other inserts. For 
example: 1” of 13# bond paper will 
include 450 sheets, while 1” of 36# 
ledger paper will include 175 sheets. 
The buildup of indexes, expected ex- 
pansion and the possible future ad- 
dition of miscellaneous literature 
should be considered. Reinforcement 
used at the binding edge, scored in- 
dexes or dividers will tend to cause 
a build-up and increase the over-all 
capacity requirements. Furthermore, 
if the binder has a life expectancy 
the normal build-up caused by 
folds and wrinkles swells the con- 
tents considerably. It is always best 
to specify binder capacity in terms 
of content inches. 


12. What Will the Sheet Size Be? 


The sheet size will be determined 
by several factors: The size of the 
type page, the style of mechanism 
and the capacity requirements. Con- 
sider conformance to your industry 
or trade association standards. Oc- 
casionally it is wise to enlarge or de- 
crease the type page in regard to the 
amount of text to establish a sheet 
build-up most suitable to the mecha- 
nism required for a particular ap- 
plication. The following chart is a 
guide for selecting the proper sheet 
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Hole Punching and Wearibility . . . Shown at the left is diagram 
describing hole spacing and hole sizes for 10 types of binding. 
The diagram highlights the point that undersized or inaccurate 


punching restricts free movement of binder contents. The cutout 
(right) shows construction of heavy duty stiff cover binder 
designed for hard wear and long use. Binder is shown in both 
standing and flat open positions. 





MAXIMUM 
BINDER 1% 1% 2 2% 3 4 5 
CAPACITY 
SUGGEST 
BINDING 1° 1¥%e 1% 1Y¥2 13% 2 2% 
MARGIN 


13. What Weight and Strength of 
Paper Will Be Used? 


The weight and strength of the 
paper will depend on the capacity 
requirement, the particular applica- 
tion and the type of mechanism used. 
Generally, enameled book paper and 
offset stock are suitable for catalogs, 
manuals, etc., bond paper for price 
lists, and ledger paper and bristol 
stocks for indexes or dividers. Enam- 
eled book papers or coated offset 
stocks reproduce a clear halftone and 
are often selected for this reason. 

If they must be used in a ring or 
prong binder their tendency to tear 
would be decreased with the addi- 
tion of more rings and prongs and the 
use of heavier weight stocks. For 
narrow catalog sheets a ring or prong 
binder using bond or ledger paper 
should be specified. 


ENAMELED BOOK PAPERS 
AND OFFSET STOCKS 


For Catalogs, Manuals KETTBERLIN U S creates, 


Contents NUMBER OF SHEETS PER INCH : 
Meas. 401b. 60lb. 701b. 801b. 100 1b. develops, sketches, engraves, proves, prints (LITHO. 
v2" 180 142 125 110 100 
1” 360 284 250 220 200 





OR LETTERPRESS), imprints, cuts, binds, tins, packs and 


ships— all in one modern building. 
BOND PAPERS 


For Price Lists, Specifications 
Contents NUMBER OF SHEETS PER INCH 


= 
Meas. 131b. 161b. 20d. 241d. 
iz 440 333 285 250 
"A" 220 166 142 125 


LITHOGRAPHIC MANUFACTURING CO. 
14. Will There Be Need for Fre- 
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quired for frequent sheet changes in 
any part of the binder. A post style 
binder with removal bar enables re- - « + for more details circle 808, page 113 
moval or insertion at any point in the 
contents with relative ease. With ring 
or prong type binders sheet changes h ° f U | ° | 
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natural color post cards 


COURTESY STANDARD ENGINEERING 
FT. DOOGE, IOWA 


ADD EXTRA IMPACT 
TO ANY SALES PROMOTION! 


Use Dexter's attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
card quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 
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FOR YOUR 


COMPLETE AND FAST 
PRINTING REQUIREMENTS 


LETTERHEADS 
FOLDERS 
BOOKLETS 
REPRINTS 
OFFICE FORMS 
* RULED & PRINTED FORMS 


* PRINTING OF ALL KINDS 


PHONE HA7-1811 


UNIVERSAL 


LOOSE LEAF MFG. CO. 


161 W. HARRISON STREET 
CHICAGO 5, ILLINOIS 
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used. Often sheet additions will fol- 
low a sequence, being placed in the 
front or back of the binder. Then it 
is not necessary to remove a section 
of the contents with a removal bar, 
and a slower action mechanism not 
requiring a special design for quick 
center insertions may be used. 





15. Is It Necessary That the Sheets 
Lie Perfectly Flat? 


It is only ring and prong type 
binders that permit the sheets to lie 
perfectly flat with the total binding 
edge horizontal and in view. Expand- 
ing, telescopic type post binders ap- 
proach this exposure when not filled 
to capacity. Post binders, spring and 
clip binders, strap and lace binders 
draw together and conceal the bind- 
ing edge. Sheets must fold over from 
a vertical position to lie flat. Light- 
weight sheets fold over with a small 
radius. Heavy-weight sheets tend to 
form a larger radius; therefore, a 
larger binding margin should be 
allowed to avoid hiding part of the 
type page. Indexes or sectional di- 
viders should be scored so as not to 
further incline the sheets. 


16. Should the Sheets Be Inter- 
changeable With Other Binders? 


If other binders in use contain data 
that may later constitute a worth 
while addition to your binder, try to 
standardize the hole punching and 
sheet size. Standard three hole 
punching is most popular because it 
allows the user to hole-punch inserts 
without the need of uncommon spe- 
cial equipment. However, using 
standard punching often invites ex- 
traneous materials into your binder, 
especially by independent salesmen 
or dealers. To discourage this, the 
loose-leaf planner may select special 
punching. 


17. What Type and Size of Hole 
Punching Will Be Used? 


Generally speaking, the more holes 
along the binding edge the greater 
the tear strength of the sheet. The 
multiple ring mechanism requiring 
hole punching every 14” gives needed 
tear strength to light-weight enam- 
eled book paper and coated offset 
stocks. Stock binders are available 
for a wide variety of hole punching. 
Most binders can be specially de- 
signed for any required hole punch- 
ing. Each ring, prong and post diam- 
eter size requires a hole diameter 
generally 1/16” to 4” larger. Under- 
sized or inaccurate punching restricts 
free movement of the contents and 
tends to fray and tear the sheets. 


18. Is Sheet Compression Required? 


A mechanism providing sheet com- 
pression holds the sheets securely in 
place at the binding edge and elim- 
inates movement which might tear 
or weaken the hole punching. Post 
binders using light-weight enameled 
book paper and offset stocks or slot- 
ted hole punching should be equipped 
with compression features. 


19. Is a Stiff or Flexible Cover 
Needed? 


A flexible cover has the following 
advantages: It is easier to handle; it 
is lighter in weight; it will accommo- 
date inside pockets better; it can be 
inserted in a carrying case with 
greater ease. A good grade flexible 
cover will tend to wear better than a 
stiff cover of average weight with 
excessive handling. Very often the 
physical behavior of certain covering 
materials prohibits their use for flex- 
ible covering because of their re- 
sistance to folding for three-ply con- 
struction. This is true of most 
heavier weight paper-based mate- 
rials and heavier weight leathers. 

A stiff cover using binders board 
has the following advantages: It will 
stand on end better; it will offer more 
protection for the cover design, espe- 
cially where silk-screening is applied 
over a sizable area; it will permit 
beveling of the cover edges; a padded 
cover construction; acetate lami- 
nated covers. It is usually better 
suited for attaching carrying han- 
dles. It offers more protection for the 
index tabs. It retards chafing of the 
contents. It is required for heavy 
duty binder construction. 
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20. Should the Binder Provide for 


Expansion? 


wae oe wwe ot ee 


Most binders should provide for 
expansion whether or not additional 
sheets will ever be inserted. This is 
true because of sheet swelling caused 
by normal wear, the addition of rein- 
forcement at the binding edge, the 
use of acetate envelopes or any num- 
ber of incidental additions made 
after distribution. A built-in capacity 
provision should be 10% to 25%. If 
inserts are added regularly, the 
amount should be calculated in ad- 
vance and expansion allowance 
made. 

Regardless of how organized the 
contents may be, particular individ- 
uals may want to make insertions to 
make it easier for them. If this is done 
and the binder provided has insuffi- 
cient capacity, these additions will 
measurably reduce the life expect- 
ancy of the binder. They will tend to 
make it bulge and weaken the hing- 
ing, stitching and gluing. Pockets 
built into the inside cover of the 
binder will also measurably reduce 
its capacity unless the back of the 
binder is enlarged to compensate for 
the bulk of pocket contents. 


21. How Decorative 
Cover Design Be? 


Should the 


Your binder is your silent sales- 
man. It should give its users a favor- 
able impression of the company it 
represents. The covering material 
should be colorful and attractively 
grained. The printing, stamping, em- 
bossing or silk-screening should be 
contrasting and clear. The binder 
should be smartly dressed, just as 
you would expect your salesman to 
be. Do not choose a material that will 
become wrinkled and shabby and 
baggy at the hinges in a short while. 


22. How Have Your Competitors 
Handled Their Presentations? 


One of the first planning consider- 
ations should be an examination of 
how your competitor handled his 
binder or presentation. All competi- 
tive literature and binders should be 
carefully reviewed and the better 
elements kept in mind for possible 
incorporation in your binder. 

You should strive to excel the 
competitor’s treatment, not by pro- 
ducing a better carbon copy or by 
lavish expenditures, but by produc- 
ing a binder that is easier to handle, 





NOW. .. offered to you for the 


GBC 
Plastic 
Bound 


qualified 
executives 


This handsome, elaborate Manual—color- 
fully GBC plastic bound—has been months 
in preparation and is one of the most 
expensive and idea-stimulating books ever 
offered for selected distribution. Illustrates 
the many advantages of the modern GBC 
Binding System...increased efficiencies 
...savings in time and money...greater 
prestige, readership, and life for catalogs, 
reports and presentations. Pages lie flat— 
turn easily. You and your staff will want 
to examine this informative manual. Send 
for your FREE copy today. Supply is limited. 


General Binding Corporation 
812 W. Belmont, Dept. AR-2 Chicago 14 
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e@ 100 to 1,000,000 or more 
Services include imprinting 
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Advertising Literature 


Will store entire job and 
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Imprinting, Inc. 
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MAKES A 
“SHOWCASE” 


for more effective, 
impressive reports 
presentations, sur- 
veys, manuals, etc 


: YeuR Own 


Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x814” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE DEPT. F-2 


BELFORD Company, Inc. 


317 W. 47th Street 


Wk ge 7-5950 
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Crocker’s 
Mirro-Krome postcards 
in full natural color 


National lg 


Equally effective for initial promotion, 
follow-up merchandising or ‘‘remind- 
ers,"’ these sparkling postcards qual- 
ify on all points: 
Quality—Prize-winning. First award 
in the 1954 National Lithog- 
raphers Assn. competition. 
Price—LESS THAN 1'%¢ APIECE. 


Additional information, samples and prices 
from your nearest H. S. Crocker office. 


H.S. CROCKER CO., INC. 


San Francisco, 720 Mission 
Los Angeles, 2030 E. 7th New York, 23 E. 26th St. 
Dept. A-11-A Baltimore, 1600 S$. Clinton 
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Why work your head off 
Call SLOVES... 


Don’t lose your head when production 
gets stymied. SLOVES can perform 
any miracle of production. We'll back 
you with our reputation for speed, 
service and superior quality. 


PRODUCTION SERVICES 
FOR SALES PROMOTION 


Sales Kit * Loose Leaf Binders 
Catalog Covers * Spiral * Plastic 
Easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 


SLOVES 


601 West 26th St., New York 1, WN. Y. 
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easier to refer to, easier to present 
and more outstanding. Make your 
binder an optimum producer by 
keeping its use, function and appear- 
ance a primary concern during the 
planning stages. 


23. What Kind and How Many In- 
dexes Will Be Required? 


Proper indexing is a vital part of 
loose-leaf planning and should not be 
left as an after thought. Choose an 
index of suitable strength and dura- 
bility for the use the binder will re- 
ceive. A binder designed for cus- 
tomer presentation may be leafed 
through in sequence and not require 
a great amount of indexing. Manage- 
ment reports, policy manuals and 
educational manuals may require a 
smaller index breakdown than parts 
and price catalogs which may be 
used for random item reference. 

There are several basic index types: 
a die-cut tab, a celluloid fused tab, a 
celluloid insertable tab, a linen tab, 
a leather or imitation leather tab, a 
self-attaching metal frame insertable 
tab. These tabs can be attached to a 
variety of papers, bristol stocks, linen 
stocks and covering materials. Pop- 
ularly a strong ledger stock is used. 
For extension type index tabs, the 
cover must be large enough to extend 
beyond the tabs. 





A fast reference binder should be 
amply indexed according to an ade- 
quate classification breakdown. The 
use of colored tabs, different type 
faces, sizes and positions, numbers, 
letters and clear titles will help 
visualization and make the indexing 
more efficient. Often the index sheet 
is used for additional copy or illus- 
trations. If sheets will be added reg- 
ularly, new indexes should be sup- 
plied as needed. A binder provided 
for general reference is only half a 
product until proper indexing is in- 
serted, making it a quick reference 
book. There should be sufficient in- 
dexing to permit location of the re- 
quired data in three to five seconds. 


24. Is It Intended That the Binder 
Outlast the Contents? 


If the contents are to be replaced 
periodically, using the same binder, 
a sturdy covering material and mech- 
anism should be selected at the be- 





ginning, preferably a cover of heavy- 
weight imitation leather, buckram or 
genuine leather. Metal hinging and 
reinforcing at all critical points 
should be considered. If possible, do 
not print a date on your binder. 


25. Will the Contents Be Protected 
by Acetate Envelopes or Sheets? 


Acetate envelopes can be a very 
functional addition to your binder or 
presentation. They can serve to pro- 
tect pages referred to most often, to 
mount photographs, swatches, testi- 
monial letters and other data that 
will strengthen your sales message. 
However, the capacity build-up 
should be considered. For example: 
ten acetate envelopes, .005 gauge, 
take up one-half inch of binder ca- 
pacity. If fabrics or bulky materials 
are placed on the mounting sheet 
the capacity build-up will be in- 
creased. 


26. Will the Presentation Include 
Actual Product Displays? 


For manufacturers and distribu- 
tors of products that lie flat, such as 
fabrics, rugs, greeting cards, tile, so- 
cial stationery, wallpaper, veneers, 
decals, emblems, buttons, maps, 
sandpaper, paints, artwork, etc., the 
product itself can often be displayed 
in a binder or sales presentation. The 
most effective sales presentations are 
those which include samples and 
swatches of the product itself. 


27. How Will the Binder Be Dis- 
tributed? 


The most effective way to distrib- 
ute your binder is personal delivery 
by your salesman or representative. 
Any new advantages or materials 
can then be brought clearly to the 
attention of the user. If your binder 
is distributed by mail, suitable pack- 
aging or boxing must be chosen to 
assure arrival in good condition. It is 
advisable to band together the con- 
tents of ring or prong binders. 

Have your mailing and shipping 
departments recommended the safest 
and least expensive packaging meth- 
od. Check with the local superin- 
tendent of mail, showing him, if 
possible, a sample of the total mail- 
ing. Lack of observance to postal 
regulations has often caused consid- 
erable extra handling and expense. 


28. The User’s Introduction to Your 
Binder. 


Your finished binder is a product 
of many hours of hard work. Impress 
your salesman with its worth and 
have him deliver it personally if 
possible. 

Your binder should be placed on a 
mental pedestal and handled deli- 
cately like any other valuable object. 

44 


One-Page Ad Makes 
Advertising History 


Advertising history was made last 
fall when the largest single-page in- 
sert ever to appear in a magazine 
was published in the American 
Machinist, a metal-working trade 
publication. 

Heralding the new machine tools 
designed and manufactured by 
Kearney & Trecker, the special ad- 
vertisement required the publication 
to devise a special jig to tip in the 
giant ad in one of its forms. 

The fold-out insert measured 
slightly more than eight square feet 
per side for a total of over 16 square 
feet of advertising. 

A last-minute idea, the insert was 
produced from layout stage to print- 
ing of 80,000 copies in red, green and 
black in a total of only 20 days. 44 


Folder Describes Process 
Of Printing on Foil 


An aluminum foil folder featuring 
printing on foil is available from 
Sherman - Hennessey Printing Co., 
Chicago. 

Designed to inform admen of the 
possibilities of offset printing on foil, 
the folder contains a series of exam- 
ples of consumer and industrial ad- 
vertising. 

The center spread of the litho- 
graphic foil folder appeared in the 
Western Electronic News while the 
front page appeared in ADVERTISING 
REQUIREMENTS (Nov. °55). 


For your copy circle No. 707 on the 
Readers’ Service Card inside back cover 


Paterson Paper Offers 
Art Parchment Samples 


Samples of Parchkin—a parchment 
paper for distinctive printing effects 
—are available from the Paterson 
Parchment Paper Co., Bristol, Pa. 

Suggesting this paper for use in 
producing membership cards, certifi- 
cates, diplomas, greeting cards, 
menus, business cards and brochures, 
the Paterson folder contains plain or 
lithographed samples of the various 
grades of Parchkin. 


For your copy circle No. 708 on the 
Readers’ Service Card inside back cover 





TOOSE-LEAF 


PRODUCTS 


OK TO ELBE for every 
advertising and sales 
promotion requiring: 


Binders « Presentation Books 


Folders « Merchandising Kits 


Swatch and Sample Displays 
Sales Aids « Business Gifts 


Phone Book Covers 
Phone Address Books 


Advertising Clipboards 
whatever your 
PX ey) 
yo 


You'll save time & money by using this 


ee Idea 
BOOKLET 


RE i BB 
New York 
Showroom & Stockroom 
OB ie sia) we C7 el este 


-Manufacturers 


Seg eae 


FALL RIVER, MASSACHUSETTS 
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No matter which you use... 


EVERY 


Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 


lifetime?! 


V-2€ -V-22C -V-25C 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds. V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-I1 inch 


lenses. 


- eee aot 
P Stag, Oe 3 
” Qe 


a4 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9° detachable speaker 
for 500-watt projector. 


‘ VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer. Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


V-4$ — V-44S 
For single-frame_ filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5° and 7" focal- 


length lenses available. 


VIEWTAPE 


Hi-Fi sound and picture. 
Easy to record. Easy to edit. 
Fast wind and rewind. | full 
hour on every 5" reel. Per- 
fect for schools, churches 
and industry. Accommo- 
dates any Viewlex Projector. 


STRIP-0-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 


lustrated here with V-25C). 


Write Dept. A-5 for colorful illustrated literature. 


Nf, fy 35-01 QUEENS BOULEVARD 
aaa 


“Change-O- Matic” Automatic slide 
a atelal fame lss luli: hotell Lae ete 


metal, or tape slides intermixed. LONG ISLAND CITY 1, N. Y. 
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The Program in Action . 


. . Scott & Fetzer Assistant Sales 


Manager Elliott Suttle sells training program at company 


distributors’ meeting in Syracuse, N. Y. 


Kou ta Sl a 


Sales Training Program 


By Robert R. Hum 


Account Executive 
Carr Liggett Advertising Inc. 
Cleveland, O 


You can figure out the best sales 
training program ever devised, but 
you've still got to sell it to your 
salesmen. And according to the very 
latest information, salesmen are still 
extremely human. The newer ones 
are more anxious to sell than to 
learn how to sell. The older ones are 
“set in their ways” and hard to con- 
vince that there are selling methods 
which can make them still more suc- 
cessful. 

This is the problem that was fac- 
ing the sales executives of The Scott 
& Fetzer Co., Cleveland, manufac- 
turers of the Kirby Home Sanita- 
tion System, more than a year ago. 
And with hundreds of distributors 
and thousands of salesmen, it was 
a “whopper” of a problem. How 
they’re solving it may be helpful to 
sales executives who are struggling 
with the ordeal of gearing up sales 
organizations for the first really 
tough competitive selling since be- 
fore World War II. 

Personal selling of vacuum clean- 
ers, house-to-house, has been high- 
ly competitive for several years, 


Scott & Fetzer had to overcome objections from “old”’ salesmen who “knew 


it all’ and younger men who wanted to “get out and sell.” Here is how 


the company sold its training program and increased sales as a result. 


with national vacuum cleaner sales 
dropping almost $20 million since 
1950. Despite this industry trend, 
Scott & Fetzer’s sales have been on 
the increase. To hold that upward 
movement called for improved man- 
power solicitation methods to obtain 
abler salesmen and a new, more ef- 
ficient sales training program. 


>Among the supervisory ranks of 
The Scott & Fetzer Co. is a large num- 
ber of very successful Kirby vacuum 
cleaner salesmen . .. men who've sold 
Kirbys in rather amazing quantities, 
even during the depression. It was 
decided that if the best selling meth- 
ods of these successful “Kirby Men” 
could be assembled into a training 
course, all “Kirby Men” could be 
taught to produce more sales. This is 
basically what the new Scott & Fetzer 
sales training program is... a com- 
pilation of the best tried and proved 
Kirby selling methods. 

Not an overnight job, the new 
Kirby sales training program was 
over ten months in compilation. 
Originally it was issued in rough 
form to the divisional supervisors, 
who were asked to criticize it and 
offer recommended changes. It was 
then revised in accordance with 
those changes and copies were sent 
to each distributor to be used in local 


training programs. On the basis of 
many field comments, after it had 
been used by hundreds of distribu- 
tors, additional changes made it even 
more effective. Copies of the third 
revised edition were sent to all divi- 
sion supervisors and their assistants 
for further study, and two full days 
were devoted at a divisional super- 
visors’ meeting to a page-by-page 
discussion of it. Then it was revised 
a fourth time and printed. 

In spite of the many months of 
preparation of this tried-and-proved 
Kirby sales training program, the 
problems of “selling” it to the Kirby 
force turned out to be numerous. 


> Many distributors claimed that it 
took too much time to present the 
entire program to a group of train- 
ees. However, on close examination, 
it was found that these former bril- 
liant salesmen were adding hours to 
the teaching time by recounting a 
lot of their own selling experiences 
instead of teaching the course, 
they were telling their students how 
good they were and how they had 
attained their present positions. They 
were selling themselves and the job 
rather than how to do it. 
Some experienced Kirby salesmen 
were reluctant to accept and study 
the new training program. They felt 
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SEE how ADmatic 
Can tell your story 
with color slides 


© In Trade 
Shows 


® Store Windows 


® Sales Meetings 


Put FULL COLOR and 
ACTION into your sales 
messages — attract 
more prospects — with 
this automatic slide 
projector — runs 
continuously — day 
and night. A new 
message is shown 
every 6 seconds on 
large screen. It holds 
30 easily changed 
slides. Available with 
synchronized sound 
Use the ADmatic as a 
visual salesman wher- 
ever people gather, or 
for training programs 


next trade 
show. 
Send for 
folder 
“ae 


THE HARWALD COMPANY, INC. 
1216 Chicago Ave. + Evanston, III 
DAvis 8-7070 
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SILENT SALESMAN with 


SIZZLING SELLING SENTENCES 


MODEL 99C 


The only continuous advertising projector with 
a Money Back Guarantee to show brilliant Koda- 
chrome pictures in your window during daytime. 
Show 12 beautiful Kodachrome slides with 10- 
word Sizzling Selling Sentences with each slide 
showing for six seconds. 

Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18” height, 14” width, 
14” depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermit- 
tent showings. Customer pushes button, projector 
operates one cycle of 12 slides and shuts off, 
ready for next showing. 

Price 


$16500 
Pieture R 


OCONOMOWOC, WISCONSIN 
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MEMORIZE 


THIS 


SEQUENCE 


The Kirby presentation sequence 
is designed to build up to a 
strong climax, making your sale 
easier. Memorize this sequence 
and never let your prospect divert 
you from it. Follow this path 
to success. 


Printed in U.S.A. 


5. THE FLOOR PORTABLE 
Demonstrate: 


Extension Tubes — 
Light, Flexible, Versatile 
Variety of Nozzles 
DUSTER BRUSH — TABLE, LAMPS 
UTILITY BRUSH — WALLS, CEILINGS 


CREVICE TOOL — RADIATORS, BASE 
BOARDS 


UPHOLSTERY TOOL — CHAIR, 
DRAPERIES 


Massage Cup 


Shoulder Unit 


BUILD VALUE 


First Step in Training . . . To help the new Kirby salesman visualize the Kirby presen- 
tation, he is given a copy of ‘“Memorize This Sequence’ to study before he reports for 
training. The small booklet lists the key demonstration steps in sequence. 


they knew how to sell Kirbys and no 
“new fangled” set of books was go- 
ing to help them make more sales. 
A good solution to this problem was 
simply to embarrass these older 
prima donnas in meetings by asking 
them how to meet a specific sales 
situation. After they hemmed and 
hawed awhile, as they usually did, 
the question was answered by a new 
trainee who “quotes from the book.” 
After the older salesmen have seen 
the point and accepted the new pro- 
gram, they have no wish to let the 
“voung fellers” become better “Kirby 
Men” than they were. 

One of the biggest weaknesses 
Scott & Fetzer management found 
in the new training program was 
not in the program itself but in the 
manner in which it was administered. 
Many of the trainers were not fa- 
miliar enough with the training 
course materials, and too often the 
trainer wasn’t even a_ successful 
salesman. Kirby distributors felt they 
would lose many sales by keeping 
their better salesmen in the office to 
instruct trainees. Persuasion and 
pressure from the top changed this 
in most cases. 


> Another problem was what to do 
with individualistic district managers 
who were excellent salesmen but 
refused to have anything to do with 


O*K ot 
LARP: 


check youn 
ahfeahance 


the new training program whatso- 
ever ... even to the point of not 
wanting to supervise new salesmen 
trained under it. This was met by a 
decision to have each district man- 
ager teach a portion of the program 
from time to time, but a different 
part each time he appeared before a 
class. Eventually almost every dis- 
trict manager taught the entire pro- 
gram and in the process sold himself 
on the value of it. The trainees bene- 
fited especially from the type of 
instruction only successful salesmen 
can give. 

Among the proved advantages of 
the new Scott & Fetzer sales training 
program are the facts that new sales- 
men learn to give better demonstra- 
tions, to close more sales, to have 
more satisfied customers and _ to 
start producing sooner, even though 
their first days with the company are 
devoted to training. Because the 
training literature graphically illus- 
trates the product and company sell- 
ing features, it helps immeasurably 
in selling new salesmen on their 
new job and the product itself. 
They’re much happier working for 
a company which has an established 
training program. 

The new training program is not 
only helping new salesmen (and 
older ones, too) to sell more clean- 


' 








ers but also more accessories. The 
entire Scott & Fetzer organization is 
currently selling more cleaners com- 
plete with all accessories than even 
during the lush post-war years! 
Night training sessions, when there 
is not sufficient time for training 
during the day, get new salesmen 
accustomed to the fact that they must 
often make sales calls at night. Al- 
though, for obvious reasons, it’s more 
difficult to put the new program into 
effect in a currently high-producing 
distributorship, even these organiza- 
tions find they can make more sales 
when the program is instituted. In 
one case, a high-producing distribu- 
tor doubled his previous fine record. 









> One of the best ways to illustrate 
the phenomenal success of Scott & 
Fetzer’s new sales training program 
is to cite an actual case. One of the 
workmen in The Scott & Fetzer fac- 
tory needed a lot of extra money ina 
hurry to meet family medical ex- 
penses. Without any previous sales 
experience, he started trying to sell 
Kirbys part-time. He made night 
calls for several weeks, devoted his 
entire three-week vacation to calling 
on prospects, and didn’t close one 
single sale. Then he took the new 
sales training course and immedi- 
ately became an extremely success- 
ful part-time Kirby salesman! 

Five new printed sales training 
aids have been developed by Scott 
& Fetzer to assist in carrying out the 
new sales training program. Each 
aid is designed to accomplish a spe- 
cific objective. 































1. “How To Sell Kirby” is an attrac- 
tive textbook for “Kirby Men.” It’s 
printed in red and black, contains 
more than 100 profusely illustrated 
pages, and is easy to read and under- 
stand. This book provides “Kirby 
Men” with both words and actions 
to use while making their presenta- 
tions. Three side-by-side columns 
tell “Kirby Men” the “Product Fea- 
ture,” “What To Do” and “What To 
Say.” The “Kirby Proof Book” adds 
authority to the Kirby sales pres- 
entation. It contains, among other 
facts, a short history of The Scott 
& Fetzer Co., important steps in the 
development of today’s Kirby, a 
story of James B. Kirby, inventor of 
the Kirby, and financial references 
of The Scott & Fetzer Co. The pages 
of the “Kirby Proof Book” are con- 
tained in an attractive loose-leaf 
binder so each distributor can insert 
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Radio Corporation of America 
Dept. B-283, Building 15-1, Camden, New Jersey 


Please send me the complete story on RCA 400 Senior 
and Junior Sound Film Projectors; RCA Magnetic Recorder- 
Projectors. 


NAME 


ero SS Se Ce ee "4 


66 


Now for this part of the meeting... 


we let our RCA 16mm 


projector sell for =" 


It’s smart business to entrust a big part of your selling job 

to the RCA Projector. It will put your product story across 

to best advantage . . . through steady, sparkling pictures 

that convince... through clean sound that impresses. What’s 
more, the RCA Projector is so easy to operate, complete 
novices become confident projectionists with brief 
instruction. Anyone can learn to set up the RCA 400 in a jiffy, 
guide film quickly through its thread-easy path, flip a 

switch and, in minutes, put a faultless show on the screen. 


Choose from the single-case Junior, the dual-case Senior... 

or the RCA Magnetic Recorder-Projector. Every model 

offers the same quiet, dependable performance over a long life. 
And only RCA Projectors are backed by such extensive 
facilities as the nation-wide RCA Service Co. can offer, 

and by the specially equipped RCA Audio-Visual Dealers. 

For more information write for the name of your 
nearest Dealer or fill in the convenient coupon above. 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


CAMDEN, N. J. 
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Lively Pictures Kirby sales manual 
used lively line drawings to drive home 


sales point 


additional pages of his own to sup- 
plement the basic story. 


2. A small booklet, “Memorize This 
Sequence,” is designed to make it 
easier for the new Kirby salesman to 
visualize the Kirby presentation and 
to give him something to study be- 
fore he reports for training. It’s a 
digest of the complete sales presenta- 
tion on a three-fold pocket-size card 
and lists the presentation sequence 
and key demonstration steps. 

3. A new training chart series, 
“Building the Kirby Sale,” has been 
developed. These charts are attrac- 
tively printed in red and black to 
add life to the product and training 


program and provide trainees with 
proper visualization of the Kirby 
sales story. These charts also provide 
the trainer with a convenient outline 
for his teaching talks. 


4. Scott & Fetzer’s new sales train- 
ing program has been broken down 
into eight two-hour sessions of inside 
training, covering basic instruction 
in the operation of the “Kirby” and 
the sales presentation, combined with 
several days of intensive field train- 
ing. Another new printed aid, the 
“Kirby Trainer’s Guide,” is designed 
to coordinate the use of the four 
pieces described above and to pro- 
vide the trainer with an organized 
training schedule. 


5. Before Kirby distributors started 
teaching the new sales training pro- 
gram, it was thoroughly introduced 
to them in a series of 19 meetings 
across the nation by John Kemper, 
vice-president, and Elliott Suttle, as- 
sistant sales manager, The Scott & 
Fetzer Co. The purpose of these 
meetings, which were attended by 
more than 700 Kirby distributors and 
key personnel, was to create appre- 
ciation for the course by explaining 
its advantages so the distributors 
would be anxious to start using it. 
“Kirby” distributors are now en- 


Name : Me that) ALWAYS ATTRACT CROWDS! 


2 COLOR 


RaeyT iene 


wee TEL=A-STORY sives vour proouct 
a eae ETC a TQS 


Tel-A-Story is a lightweight, Portable 
Automatic Projector with a 156 sq. in. 
PICTURE SCREEN. Twelve 35mm or square 


e x 


2” transparencies permit automatic 


copy changes every six seconds in NATURAL 
COLOR. Economical to own and use. 
Ideal for any type product or service. 


PEPS UP POINT OF SALE I+ 


stops ‘em, shows ‘em, sells 


play! 


WRITE DEPT. AR for further 
information on your company 
letterhead. indicate whether 
interested in point of sale, 
Sales meetings or conventions 
and exhibits. 


110 ¢ ar ¢ February 1956 


STIMULATES SALES MEETINGS 
Even those in the back of 
‘em. the room can see this dis- 


TEL-A-STORY, 
ye MCT eS A eT) -t-e  | 


ATTRACTS CONVENTION 
CROWDS Many success sto- 
ries on file tell how Tel- 
A-Story stops ‘em, shows 
‘em, sells ‘em. 


INC. 
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thusiastic about the new training 
program. Best of all, they are using 
it. It has definitely proved its merit 
by helping them make big sales in- 
creases. Scott & Fetzer is now insti- 
tuting “schools” for distributors 
which will help them learn better 
how to teach their salesmen to sell 
more “Kirbys” in these highly com- 
petitive times. 

The vital factor in the success of 
any sales training program, as George 
Scott, president, pointed out when 
the program was inaugurated early 
in 1954, is not how good the program 
is but how actively and even stub- 
bornly it is carried through till ev- 
eryone involved is thoroughly sold on 
it, has accepted it and is using it 44 


Movie Booklet Describes 


New Production Methods 


A brief booklet describing the 
several new methods of motion pic- 
ture production and exhibition that 
came into use during and after 1952 
has been published by the Society 
of Motion Picture and Television 
Engineers. 

Giving a comprehensive outline of 
present day techniques and the ways 
in which they differ from those that 
became standard during the late 
nineteen twenties, the booklet does 
not evaluate the systems. However, 
it does explain to non-technical peo- 
ple in other countries what these 
changes mean in terms of previous 
standards. 

Covering 35mm sound pictures, 
Cinerama, CinemaScope, Vista-Vi- 
sion, Superscope and Todd-AO, the 
12-page, pocket-size brochure in- 
cludes details of camera and pro- 
jector aperture, aspect ratio, direc- 
tion and rate of film travel, number 
and type of sound tracks and loud- 
speakers and type of screen sug- 
gested for use by the proprietors of 
each system. 


For your copy circle No. 704 on the 
Readers’ Service Card inside back cover 


Brochure Describes Facts 
Presented Graphically 


Since it is unfortunate but true 
that many times the facts do not 
speak for themselves, admen may 
find information of interest in a 
brochure published by Standard Re- 
search Consultants, New York. 

The brochure, “Presenting Busi- 
ness Facts Graphically,” describes 
the work of Standard Research, with 
sections and illustrations of graphs 
on business planning and control, the 
corporate report, business publica- 
tions, valuations and appraisals, rate 
studies and meetings and speeches. 


For your copy circle No. 705 on the 
Readers’ Service Card inside back cover 





Fasfewadl, Soutees fot 


Services 


Stock Art 


FREE SAMPLE—New Scissors and Paste-Pot 
art service by the originators of creative 
layout devices. Get copy of new monthly 
Clipper—all new in size, format, content, 
ideas—sample, yours to use without cost. 
Sensational introductory offer. No obliga- 
tion—no salesmen. Address: Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 
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Pick a Bonus 
Combination... 


Here’s a pack- 
age deal that’s 
fit to be tied and | 
wrapped for | 
economy! Com- 
bine your insertions in any | 
two—or three—of these! 
publications, ! 


e Advertising Requirements 
e Industrial Marketing | 
e Advertising Age 


issued by 
Advertising Publications, Inc. 


By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 
maximum economy. 


* 


Advertising 
Requirements 
200 E. Illinois Street, Chicago 11 





Specialties 


Have You Seen 
Metal Arts’ 
“Bronze Craft Line” 
Brochure? ... 


CONTAINS DOZENS OF IDEAS 
FOR ALL OCCASIONS FROM 
GIFTS TO GIVEAWAYS. 


METAL ARTS COMPANY 


Dept. 23 * 742 7 Ave. 
Rochester 21, N. 
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Advertising Services 


MADE TO YOUR SPECIFICATIONS 


ie 
ALLIE te 8422 HOUGH AVE. 


CLEVELAND 3,OHIO 
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Hand-Lettering 


HAND-LETTERING FROM FILM 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 ¢ MU 8-2445 
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Presentations 


ACETATE SPECIALTIES 
Made-To-Order in 200 sizes—40 Styles 
offering Full Visibility and Protection for 
Layouts, Presentations, Photos, Etc. 

11x81/2 Ring Binder Envelopes $8.10—100 

CRAFT-X Tracing Film: Cellulose Acetate 
MAJOR SERVICES . RO 4-3002 
our NEW ADDRESS....1740 Columbia, Chicago 26 
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and Supplies 


Stapling Machines 


NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOS TITCH 
336 Mechanic St. @ Westerly, R. I. 
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Trophies, Prizes 


@ GOLF-BOWLING TROPHIES & CUPS 
@ GIFTS-PRIZES @ INCENTIVE AWARDS 


Our 34 years of experience in this field along 
with our personalized service assures you of com- 
plete satisfaction. Write for Free brochure showing 
our complete line. Dept. AR 


32 W. RANDOLPH ST. 
CHICAGO 1, “ILL. 
STATE 2~ 2318 


See the EDWIN W. LANE Co. 
Ynd Walitwat Exhibit 


advertising soon 


EXPOSITION 
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No. 72 


Tape Duplication 


SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 4 
hours. Full facts from 


RECORDED PUBLICATIONS LABS 
1544-1556 Pierce Ave., Camden 5, N.J 
WOodlawn 3-3000 WAlnut 2-4649 


. for more details circle 840, page 113 


February 1956 * ar « lll 





The 
oo advertisers : 


“key number” 


preceding the name of each advertiser listed below 


corresponds to a number on the Readers’ Service cards on the following 


insert pages. If you desire additional information concerning the products 
er services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 
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Readers’ 


Service 
Number 


Advertiser Page 
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751 
752 
753 


754 
755 
759 
756 
757 
774 
758 
761 
762 


760 
763 
764 


765 
766 


782 
777 
778 
779 
784 
785 
796 
786 
787 
788 
789 
790 
792 
791 
793 
794 
795 
797 
798 
864 
799 
800 
801 
804 


Acme Gravure Services Inc. 
Acrolite Products Incorporated 


Advertising Typographers Association of 
America, Inc. 


Allen-Morrison Sign Co. Inc. 
Allied Decals Inc. 
Allison Mailing Lists Inc. 
American Decalcomania Co. 
American Mail Advertising, Inc. 
American Neckwear Mfg. Co. 
American Trade Press Clipping Bureau 
American Type Founders 
Amsterdam Continental Types & Graphic 
Equipment 
Appleton Coated Paper Company, The 
Bacon's Clipping Bureau 
Bartz, F. H. 
Belford Co., Inc 
Belnap & Thompson, Inc. 
Black Box Collotype Studios, Inc. 
Black Light Corporation of America 
Bostitch 
Brodie Advertising Service 
Brownville Paper Co. 
Buffalo Photo Company 
Bundscho, Inc., J. M. 
Burwood Products Co. 
Cantine Company, The Martin. 
Capex Company, Inc., The ii 
Champion-International Company 
Champion Paper & Fibre Co......... 
Chart-Pak, Inc. 
Chicago Cardboard Company. 
Chicago Show Printing 
Company Inside Front Cover, 85 
Collins, Miller & Hutchings, Inc. 
Color Craft of Chicago 
Consolidated Lithographing Corp. 
Consolidated Water Power and Paper Co. 
Craftint Manufacturing Co., The 
Crocker Co., Inc., H. S. 
Dexter Press, Inc. 
Dot Engravers, Inc. 
Du-Plex Onvelope Corporation 
Durable Rubber Products Co. 
Eastern Corporation 
Eastman Kodak Company 
Eberhard Faber Pencil Co. 
Elbe File & Binder Co., Inc. 
Eureka Specialty Printing Company 
Fabriko Inc. 
Falulah Paper Company 
Filmotype Corp. 
Friedman Associates, Estelle 
General Binding Corporation 
General Exhibits & Displays Inc. 
Goodkin Co., M. P. 
Goodren Products Corp. 
Grace Sign & Mfg. Co. 
Graphic Systems 
Guaranty Paper Corp. 
Haberule Co., The 
Halber Corp. .- 


..101 


Inside Back Cover 
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802 
805 
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808 
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820 
821 
825 
824 
822 
823 
826 
827 
828 
834 
829 
830 
831 
832 
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835 
841 
836 
837 
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838 
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845 
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856 
857 
859 
860 
858 
861 
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Hammermill Paper Company 
Harwald Company, The 

Heinn Company, The...... 

Hinde & Dauch 

Hollywood Banners 
International Color Gravure, Inc. 
Intertype Corporation .._Back Cover 
Ketterlinus Lithographic Manufacturing Co. ..101 
Kleen-Stik Products, Inc - ee. 
Kurshan & Lang Color Service 54 
Lane Co., Edwin W.............. 

Lanston Monotype Machine Company 

Letter Shop, The 

Letter Shop Inc., The 

Ludwig, Inc., F. G. 

Major Photo Co. 

Major Services - 

Mead Paper Corporation 

Meehan-Tooker Co., Inc. 

Mergenthaler Linotype Co. 

Metal Arts Company 

Meyercord Co., The... 

Millers Falls Paper Co. 

Minnesota Mining & Mfg. Co. 

Monsen-Chicago 

Multi-Ad Services 

Naz-Dar Company 

Picture Recording Company 

Pioneer Rubber Company, The 

Polk & Co., R. L. 

Pontiac Engraving and Electrotype Co. 

Porcelain Enamel Finishers 

Pratt Poster Co., The 

Presto Process Co. 

Progress-Hanson-Progressive Group, The 

Radiant Color Co 

Radio Corporation of America 

Rapid Copy Service, Inc.......................... 

Rapid Typographers, Inc. 
Recorded Publications Labs 
Remington Rand Inc. 
Robertson Sign Co... 
Sebastian Studio, Inc. 

Sersen’s Imprinting, Inc. - 
Service Bindery Co., Inc. 
Sloves Mechanical Binding Co., 
Standard Studios Inc. 
Standard Tag Co. 

Stone Container Corp. 
Tel-A-Story, Inc. - 

Tension Envelope Corporation 
Thilmany Pulp & Paper Company 
Union Rubber & Asbestos Co. 
Universal Loose Leaf Mfg. Co. 
U S Color 

Utica Cutlery Co. 

Viewlex Inc. 

Warwick Typographers, Inc. 
Weber Co., F.. 

Weck Process Co. eons 
Weston Company, Byron 
Yarder Manufacturing Co., The. 
Zippo Manufacturing Co. 
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701/Circle on Readers’ Service Card 
Awards Competition 

. brochures and entry blanks for the 
Sixth Annual Lithographic Awards Compe- 
tition are available from Lithographer’s 
National Assn. (Page 18 
702/Circle on Readers’ Service Card 
Guide to Plastic Packaging 

. folder from Bradley Industries gives 
prices and specifications on rigid plastic 
hinged boxes. Details of company’s new 
method of packing are also described. 

(Page 71) 


703/Circle on Readers’ Service Card 
Vinyl Film Fact Folder 

. loose-leaf “fact folder” containing in- 
formation on Clopane—a transparent vinyl 
film—is available from Clopay Corp. Sam- 
ples and prices of Clopane grades are 
included in folder (Page 71) 
704/Circle on Readers’ Service Card 
Wide-Screen Motion Pictures 


. booklet covering 35mm sound pic- 
tures, Cinerama, CinemaScope, Vista- 


Vision, Superscope and Todd-AO is avail- 
able from the Society of Motion Picture & 
Television Engineers. (Page 110) 
705/Circle on Readers’ Service Card 
Presenting Business Facts Graphically 

. . » brochure describes the work of Stand- 
ard Research Consultants. Business plan- 
ning and control, business publications, 
rate studies, 
meetings and speeches are discussed. 


(Page 110) 


valuations and appraisals 


706 /Circle on Readers’ Service Card 
Poster Panel Wiring System 

. details of re-usable plug-in type poster 
panel wiring system are described in a 
folder by Nelson Electric Mfg. Co. (Page 44) 


707 /Circle 


Aluminum Foil Folder 


n Readers’ Service Card 


a folder designed to inform admen of 
the possibilities of offset printing on foil is 
available from Sherman-Hennessey Print- 
ing Co. Folder contains a series of exam- 
ples of consumer and industrial advertis- 


ing. Page 105) 


708 /Circle on Readers’ Service ( 
Parchkin Art Parchment 

samples of Parchkin, a parchment pa- 
per for disti 
available in a 


nctive printing effects, are 
brochure from the Paterson 


Parchment Paper Cx Page 105 
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for publications 
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709/Circle on Readers’ Service Card 
“Trip Finder” Motor Maps 

. . Sayles-Wilson Inc. offers compact 
“Trip-Finder” motion motor maps that fit in 
the palm of the hand and show mileages on 


a slide insert. (Page 59) 


710/Circle on Readers’ Service Card 
Ad-Kerchiefs 

. trademarks, slogans, logos and prod- 
uct reproductions printed on handkerchiefs 
and called Ad-Kerchiefs. Details of this 
advertising specialty are available from 
Sparky of Chicago. (Page 59) 


711/Circle on Readers’ Service Card 
Plastic Articles Described 

. . . literature describing plastic articles 
available for advertising imprinting is of- 
fered by Film Container Co. Inc. (Page 59) 


Readers’ 

Service Name 

Dept. Company. 
4402 Address__ 


* Please send me the following: 





Items mentioned in editorial columns: 





711 712 713 714 715 716 717 718 719 720 721 





More details from AR advertisers: 
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861 862 863 864 





%& Send for these helpful selling tools 


61 762 763 764 765 766 767 768 769 770 771 
781 782 783 784 785 786 787 788 789 790 791 
O01 802 803 804 805 806 807 808 809 810 811 
821 822 823 824 825 826 827 828 829 830 831 
841 842 843 844 845 846 847 848 849 850 851 


Swwtee 


712/Circle on Readers’ Service Card 

Ditto Addressing System 

. . - Ditto Inc. offers information on its new 
rapid low-cost system of addressing, which 
uses direct-process duplicators and perfo- 
rated gummed label sheets. (Page 65) 


713/Circle on Readers’ Service Card 

Desk Model Laminator 

. . . Virginia Laminating Co. offers infor- 
mation on new desk model laminator. Ac- 
cording to the company, the desk model 
fits on the corner of any desk and is easy 
to operate. (Page 65) 


714/Circle on Reader's Service Card 
Pencil Selector 
. . . 16-page booklet describing the funda- 
mentals of pencil quality, degrees of hard- 
ness, and economy of black and colored 
pencils for general writing, checking and 
marketing is offered by Eagle Pencil Co. 
(Page 94) 
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* Please print or type information below 


te ere tee 
a 
a 


701 702 703 704 705 706 707 708 709 710 
722 723 724 725 726 727 728 729 

751 752 753 754 755 756 757 758 759 760 
772 773 774 775 776 777 778 779 780 
792 793 794 795 796 797 798 799 800 
812 813 814 815 816 817 818 819 820 
832 833 834 835 836 837 838 839 840 
852 853 854 855 856 857 858 859 860 


* Note: Inquiries for items listed not serviced beyond May 15, 1956 


Postage 
Will be Paid 
by 
Addressce 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ml. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


















a | Advertising | OTC 


Requirements 


% Send for these helpful selling tools 


Readers’ 
Service 


Dept. 
4402 


715/Circle on Readers’ Service Card 
Burning Impression 

“burning impression” letters are avail- 
able from Marvic Co. Interested direct mail 
users light a cigarette to find out hidden 
message contained in letter. (Page 98) 


716/Circle on Readers’ Service Card 
Table Model Collator 

. . details of electric 12-bin table model 
collating machine designed to collate 
twelve pages are available from Collamatic 
Corp. (Page 98) 


717/Circle on Readers’ Service Card 
Automatic Mailing Equipment 
information on the proper envelope 
selection to get the most out of automatic 
mailing equipment is being offered in a 
booklet by New England Envelope Manu- 
facturing Co. (Page 98) 


BUSINESS REPLY CARD 


5, Sec. 34.9, P. L. & R., Chicago, I 


First Class Permit No. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Name 
Company 


Address 


* Please send me the following: 


Items mentioned in editorial columns: 701 
711 712 713 714 71S 716 717 718 719 720 721 
More details from AR advertisers: 751 

61 762 763 764 765 766 767 768 769 770 771 

81 782 783 784 785 786 787 788 789 790 791 

O01 802 803 804 805 806 807 808 809 810 811 
821 822 823 824 825 826 827 828 829 830 831 
841 842 843 844 845 846 847 848 849 850 851 
861 862 863 864 


NoTeT Oo) 


718/Circle on Readers’ Service Card 
285-A Servo System 

. . » brochure telling details on a remote 
control tv system for closed-circuit installa 
tions is available from Dage Television Div- 


ision of Thompson Products Inc. (Page 91 


719/Circle on Readers’ Service Card 
Transichrome Transparencies 
facts and figures on transparencies 
made from tear sheets and other printed 
in a booklet from 
(Page 88) 


matter are available 
Transichrome Co. 


720/Circle on Readers’ Service Card 
Drama and Action 

. an 8-page booklet telling how to get 
drama and action in trade shows and in 
stitutional exhibits is available from Gard 
ner Displays. Mlustrations of actual assign- 
ments are included in the booklet. (Page 81 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


* Please print or type information below 


a 
Products__ iin 
City & Zone 


702 703 704 705 706 707 708 709 710 
722 723 724 725 726 727 728 729 

752 753 754 755 756 757 758 759 760 
772 773 774 775 776 777 778 #779 780 
792 793 794 795 796 797 798 799 800 
812 813 814 815 816 817 818 819 820 
832 833 834 835 836 837 838 839 840 
852 853 854 855 856 857 858 859 860 


* Note: Inquiries for items listed not serviced beyond May 15, 1956 


721/Circle on Readers’ Service Card 
Stroblite Colors and Lamps 

. a brochure and price list of Stroblite 
colors is available from Stroblite Co. How 
to create decorative backgrounds, window 
displays, exhibits with fluorescent colors 


are shown in booklet. (Page 81) 


722/Circle on Readers’ Service Card 
Typefaces 

. illustrations of one-line specimens of 
typefaces and Ludlow typefaces are shown 
in two booklets available from Einnehmer 


and Taylor Inc. Page 76) 


723/Circle on Readers’ Service Card 
“Book Master” 

. . . details on a holder for books is avail- 
“The 


the holder has an arm that 


able from Speed-Spacer Co. Called 
Book Master,’ 
r notebook 

Page 78 


‘vine 
AASZILE 


will hold any book, mag 


in a position for reading copy. 


724/Circle on Readers’ Service Card 
ProType Machine 

. . - details of new photographic typesetter 
are available from Mergenthaler Linotype 
Co. New machine sets 


jisplay and head- 


line type photographically Page 78) 


725/Circle on Readers 
Reader's Digest 


Service Card 
. information concerning Reader's Di 


gest's new high-speed multi-color rotary 


offset press in Havana is able from 


Selecciones (Reader's Digest Page 54) 


726/Circle on Readers 
Color-Stik 


. samples 


Service Car 


md information 
sure-sensitive colored paper called 
Stik” are availabl 

cictes 


ciates ~mampies 


colors. 


727/Circle on Readers 
“Snap-Ads” 


designed to ” 


Service C 
snap-on" to supermarket 
shelves for product identification, “Snap- 
by Plastic Fab 
Literature lists prices 


Ad” tags are being offered 
ricators and 


styles. Page 52 


728 /Circle 
Kytoon 


on Readers 
. brochur Kytoon a 
ed advertising bal 
is available from Dewey and 
Chemical Co 


streamlined 
loon Almy 


Page 53 


729/Circle 


Flannaroll Screens 


} 


folder showing 


Use these return cards 
for publications 
mentioned on this page 





YOU GET-EM SUING AND GOING 


WITH FALPACO CAR CARDS 


Whether you want to sell the mass market of printing results from type, line and halftones. 
people in the subways and busses, or the men FALPACO has 3 coating grades especially made 
in grey flannel suits who ride the commuting for lithography, letterpress or screen process. 
trains — you can be sure that your message FALULAH also makes FALPACO Coated 
will attract and hold attention if you specify Folding Bristol —a versatile bristol that gives 
FALPACO coated blanks for your car cards. maximum results in printing, scoring and die- 
There is a full line of FALPACO coated cutting. 
blanks, with special coatings to give optimum Ask your paper merchant for samples. 
L. & M. card produced offset in eight colors on 
Falpaco coated one side especially for offset by 
Industrial Lithographic Company of Brooklyn. 


Seagram card produced four-color process 
letterpress on Falpaco coated one side especially 
for letterpress by Bragow-Hill, Inc., New York 


BSESSSEEEEA 


SER oe Re “9 


WY, 


NEW YORK OFFICE—500 FIFTH AVENUE, NEW YORK 36, N. Y. ° MILLS: FITCHBURG, MASS. 


for more details circle 791, page 113 





How to save money with 


FOTOSETTER composition . 


For Econom): 


Fotosetter composition makes perfect repros 
—sharp, clear, uniformly black and smudge- 
free, they need no retouching. All Fotosetter 
faces are available in all type sizes from 6 pt. 
to 36 pt. at keyboard speed economy. En- 
largements to any desired size, even poster 


size, are easy to make and equally sharp. 


It is not always necessary to have type set 
on film. For paste-ups and many other uses 
you can get your Fotosetter composition set 
directly on photographic paper, in this way 
saving darkroom time and materials. 

Look into the many advantages of Fotosette 


composition for your typographic needs. 


INTERTYPE CORPORATION 


360 Furman Street, Brooklyn 1, New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 


If it isn’t made by Intertype 
it isn’t a FoTOSETTER 


Fotosetter is a registered trademark © Fotosetter Futura and Baskerville 


- for more details circle 807, page 11 





